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Bier Profits his Winter 


Awakened Interest in Cold. Weather Sports Means 
Added Sales of Sportswear Merchandise 


ORE people than ever before will engage in 

Winter sports this year. The public which has 

been outdoors six months is not likely to coop 
itself up during the cold months. A real study of the 
trend of sports has been made by some of the great 
merchandising organizations with a view to determin- 
ing where attire fits into the sport picture. 

The interest this year in the Antarctic expedition of 
Commander Byrd has prompted the development of new 
sports dress. A distinctive costume worn in the Arctic 
and Antarctic by explorers is tne Eskimo Parka. This 
hooded jacket has been taken by American style de- 
signers and made into a sports garment in various 
weights and colors. It makes, perhaps, the most effec- 
tive and colorful costume for both men and women for 
outdoor wear in the colder regions. 

How does this fit into foot dress? Is there a return 
of the interest in the half high lace boot in colors? 
Already the white boot, either for 
skating or for skiing, is being de- 
veloped. Veteran shoe men can 
remember some fifteen years ago 
when the Charlotte skating boot, 
originated by Joe Michaels of 
Saks-Herald Square, marked the 
beginning of a footwear vogue 
that was profitable to stores every- 
where. 


INCE that specialty, a lapse 

of years has decreased the ap- 
plication of style to mid-winter 
sports footwear, and more empha- 
sis has been placed upon utility. 
This season shows a return of 
new style into winter sports foot- 
wear, and it heralds a new oppor- 
tunity for the shoe merchant to 





The Eskimo Parka now becomes 
an influence on American footwear 


serve his trade with an extra profitable sales article. 

In the milder regions of the country, where golf and 
tennis are a year-round pursuit, the heavier weights 
give an opportunity for a second sale. This year has 
already seen a big increase in the sale of golf and sport 
shoes by retail shoe stores as compared with sales in 
sporting goods stores by over-the-counter methods. The 
udvantage that the merchant has obtained by such sport 
service he will not readily relinquish. 


C7 HEREFORE, this Winter, look for an increase in 
sport shoes, skate combinations, and all outdoor 
sports wear which means profit to the shoe store. 

The parkas, used for polar wear, are made of a thick 
camel’s wool fabric which achieves the warmth of fur 
with very much less weight. After having designed the 
moccasin type of shoe to go with this garment, the 
manufacturers looked around for other fields of selling 
effort and have introduced it as a 
garment for passengers traveling 
over air routes. For Winter air 
route travel this warm covering 
is supplemented by _ sheep-lined 
boots drawn over the regular foot- 
wear worn by the passenger. 
These garments are owned by 
aviation companies and are rented 
by the trip. 

Stores handling Winter foot- 
wear find it also possible to sell 
the Winter heavy weight gloves 
for outdoor use. While selling one 
: article of leather, they believe 
— there is an opportunity to mer- 
chandise the gloves. 

More people are skating than 
ever before. Indoor rinks have 
developed a fashion in skating ap- 
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For general utility the shoe which 

complements all colors and daytime 

modes, the brown alligator one strap 

has usurped the place of patent 
leather 


r¥TER years of mer- 
fy chant effort to develop 
the sale of shoes to 


women in the morning hours, 
the change has come about with- 
out his help. Once the mornings 
were needed at home for the 
multitude of household duties, 
but today, labor-saving devices 
have released to women shopping 
hours that now can be spent in 
shoe and other stores. 

With afternoons devoted to 
bridge, women’s clubs, movies 
and social activities, a change of 
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A Change in Women’s Habits of Buying 





considerable importance has de- 
veloped in shoe store timing. 
Another factor of importance in 
influencing women to do their 
shopping in the morning is the 
fact that so many women drive 
their own cars now. These 
women, as a rule, are poor park- 
ers, so rather than drive down- 


Because it is the fashion to shop mornings, 
and reserve the afternoon for intimate 
bridge of four or five tables, or tea at the 
countryside inn, this step-in is a necessity. 
Combinations of brown suede and lizard 
have proved to be exceptionally favored 
this fall. Also, blue, green and wine are 
sold in this combination. The high instep 
line gives the desired closed line at the 





town in the afternoon, when 
traffic is congested, they find it 
much more convenient to go to 
town in the morning. 

Shoe stores all over the country 
are finding that business is being 
more evenly divided all through the 
day. Women are now buying shoes 
as early as nine o’clock in the morn- 
ing, and, if anything, Friday is the 
best sales day of the week. 

Our Field Editor recently arrived 
at Kokomo, Ind., in the early morn- 
ing, and was surprised to find the 
streets filled with women at eight 
o’clock. Some were in shoe stores. 
and others were waiting for stores 
to open that had advertised special 
sales. The streets had the appear- 
ance of two o’clock in the afternoon, 
rather than eight o’clock in the 
morning. 


throat 


Pumps, always popular 
with the debutante, may 
be used with the new 
glass buckle known as 
LaLique ware. As these 
buckles pin on the shoe, 
the pump _ becomes 
doubly desirable. Pumps 
are styling the sharp 
French heel this season, 
and are very flattering 
for semi-formal wear, 
as well as for daytime 
occasions 





and Necessitates Stock Re 


Door * Speeds Up 


With this experience as the 
beginning of his investigation. 
he checked up on a number of 
towns in Indiana and Ohio and 
found early shopping to be a 
fairly general condition. 


NUMBER of years ago 
» many merchants through- 
out the country reorganized 
their selling staffs so that one 
crew came to work at eleven in 
the morning and worked through 
the day without a luncheon pe- 
riod. This crew of special sales 
people received a bonus for their 
selling activity. They. devoted 
every minute of the time to sell- 
ing right on the floor. The regu- 
lar sales people came in at eight 
in the morning and worked 
through the day, with the usual 
luncheon hours. 
Now many merchants have had 
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arrangement “Nearest the 


Sales at Retail 


to change the hours of selling ac- 
tivity, and those employees who 
formerly came in at eleven in the 
morning now appear at nine and 
are kept at work until two, in a 
steady repetition of selling. This 
new development of timing sales in 
the store has helped materially to in- 
crease the effectiveness of fitting 
and develops better service to the 
customer. 


¢ HE change of hours of selling 

service on the floor has also 
brought about a change of hours in 
stock work. Many stores now find 
it necessary to keep men and women 
one or two evenings a week for re- 
arrangement of stock that cannot 
be done during the selling hours of 
the day. 

.Once most of this work -was done 
between eight and twelve in the 
morning, but the development of the 
new all-day selling system has 
changed that. Those clerks who put 
in the long hours on the floor, plus 


stock work at nicht. offer a new prob- 








Develops Morning Activity in Shoe Stores 





° rs i 
For bridge and receptions the very 
formal shoe seems passe. Women are 
active most every hour of the day, 
and a shoe of this styling may be 
worn through the afternoon, and for 
supper dancing. The open shank is 
very effective on the foot, and is the 
choice of the woman who wishes to 

wear dainty footwear 


Two-tone combinations 
have registered heavily for 
advance selling. This par- 
ticular shoe expresses the 
feminine woman who has a 
desire for the unusual. 
While the dressier line is 
expressed, the combination 
and general contour accents 
the new high side line 






The three-eyelet oxford of two tone 

or two different leathers, has been 

one of the most popular shoes this 

season. A customer who wants al! 

suede might buy this shoe, or a kid 

and reptile combination. It suite 
many minds 


lem in shoe store management. If 
they work by the day on the per- 
centage basis, what is their recom- 
pense for the extra hours? 


HORT parking time. with reyu 

lations by cities and towns, ne- 
cessitate speed in store service. Thier 
has helped many a store to shorten 
up its lines. The idea of picking out 
the six best sellers and having them 
close to the front of the store, with 
every single size and width available 
for immediate selling. is a step in 
the right direction. 

The French use the phrase “shoes 
nearest the door” to imply customer 
acceptance of a product. They are 
certain shoes that are free sellers 
and deserve a position of accessi- 
bility so that the clerk can book the 
most sales per day. 

Shoes that are “nearest the door” 
are those that sell with the yvreatest 
ease, and have fundamental] charac- 
teristics that make them constant 
sellers. There is one typical] shoe, 
made by one of the leading shoe 
manufacturers of America, which 
hasn’t changed in last or pattern in 
fourteen years. That shoe has cer- 
tain characteristics that make it a 
constant seller. 

Practically every merchant in the 
country who deals with this house 
uses this shoe as a steady, conserva- 
tive style which sells and repeats 
year in and year out. A slight varia- 
tion in materials occasionally occurs. 
but the steadiness of the shoe as a 
selling number indicates its perfec- 
tion as a sure fitter and as a classic 
of style the country over. 








A clever way of putting 
emphasis on the indi- 
vidual style, or type 
shoe, is shown in the 
Pack-Wolin ad of Chi- 





PACK WAOLIN 











HE whole complexion of mer- 

I chants’ advertising throughout 

the country has changed in the 
last three years, even. As the years 
roll by one is accustomed to expect 
a lack of color—graying is a part of 
age. 

Quite the opposite is the case in 
shoe advertising; each year sees a 
brightening, until now the bursting 
color of youth has taken full posses- 
sion. The browns, the blues, the 
burgundies, the greens, brocades 
with their rich color harmonies, the 
golds and silvers become of common 
account in merchants’ ads. Blue and 
brown run a neck-and-neck race in 
popularity; burgundy and_ green 
team up together in popularity. 

The relative positions of the 
colors appear as follows: Brown and 
black are on a parity; blue follows 
a close second, burgundies come 
next, then green, and the gold and 
silver bring up the rear with equal 
strength. 


HE emphasis that is placed on 
leather, fabric and reptile is in 
about this ratio: leather leads, rep- 
tile comes next with about the same 
strength as leather, fabric comes 
third with about five-eighths the 
strength of leather, and suede is 
fourth with about one-third or a 
little more the strength of leather. 
With each succeeding’year comes 
an increase in the importance of 
footwear. The skill of the shoe- 
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The fabric shoe needs 
just the type of ad as 
shown in Marott Shoe 
Shop of Indianapolis 








“Buy Shoes at the Shoe Shop" 
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hat ‘They Sell: 


Country-Wide Survey of Retail Shoe Ad 
wear Colors and Also Results in 
Use in YOUR 




















































New! For the new season! An 
exquisite strap slipper fash- 
ioned with a modern flair from 
the mode’s most significant 
afternoon materials . . black 
moire and satin... $8. 


MAIN FLOOR 





. Shoe Shop 


18-20 East Washington Street 





maker in adapting materials of 
every design and character to the 
last brings forward a constant justi- 
fication for bigger and better ads. 
The average size of a shoe mer- 
chant’s advertisement: today is two 
columns wide by seven inches deep. 
Here @re some of the best selling 
phrases from all over the country: 
“New ang’es in shoe smartness,” 
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Modernmode Footwear, New York 
City. 

“In these days of modern art in 
costume, the smartly dressed woman 
demands a harmony between foot- 
wear and dress,” Hanan & Son, San 
Francisco. 

“Our creed: You must be satisfied 
or we will return your money with- 
out question,” Stone Shoe Co., 
Cleveland, Ohio. 

“The new stitched oxford, cleverly 
designed to serve the ends of youth 
and grace, as well as of service . . . 
in black or brown suede or patent 
leather, with matching or water- 
snake saddle,” Shoecraft, New York 
City. 

“Smart autumn footwear of lizard, 
a collection that reflects the new for- 
mality of the mode.” Best & Co., New 
York City. 

“Riding the tide of color,” Walk- 
Over, New York City. 

“Printed velvet slippers are chic 


Shoecraft of New York 

City uses a headline set 

at an angle, which is 

certainly a commenda- 
ble departure 








that fashionable term modern 
french was never more apt than 
when applied to this unusual 
shoe with the flat tassel design 
on its vamp. shoecraft presents 
it in brown suede with gold kid 
or black suede with grey 
astralac, $20. patent leather with 
frey astralac, $18.50. 


SHOECRAFT 


SALON: 714 fifth ave 
between 55% and 50° streets: 
FITTING THE NARROW HEEL* 
*SIZES TtelO,.AAAA to O 
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for afternoons,” Altman & Co., New 
York City. 

“Reptile trims the smarter shoes,”’ 
Pedemode, New York City. 

“In the shoe tree autumn demon- 
strates new modes of smartness,” 
Carson Pirie Scott & Co., Chicago, 
Ill. 

“Tweed? Yes, indeed! Imported 
tweed redolent of breezy, heathery 
Scottish moors!” I. Miller, Kansas 
City. 

“See our special window display,” 
S. Bassett & Sons, Lexington, Ky. 

“Footwear to complete the en- 
semble,” The Bootery, Tulsa,, Okla. 
“Glazed python, in three important 


Turrell’s of Seattle, 
Wash., have achieved 
real simplicity, and at 
the same time have told 
a real ensemble story 








Plantation Brown is the most adavtabic shade 
for shoes this season because it may be smartly 
worn with costumes in any of the new Fall 
colors—the dark browns, the beaver beiges. 
wine reds, mahogany or dark green. The very 
chic mode for wearing shoes. of Planiation 
Brown with costumes of gray is gaining much 
favor. 

A -Laird-Schober creation of Plantation 

Brown kijdskin with d accent of 

genuine lizard and bronge Ferricuir, $20. 

Ebony patent, $18.50. 


TURF TAN CHIFFON HOSIERY by “Propper” 
is most appropriate with Plantation Brown . . . $2.95 


TURREALS 


Pine at Third Second and Madison 
“Faithful Service Since 1884” 











BOOT AND 





SHOE 


Frank More of San 

Francisco cleverly com- 

bines “Institutional” 

copy with actual mer- 

chandising, in the form 

of shoe pictures and 
prices 











Maintaining 
‘Style Leadership 


“Weeks in advance of the 
general trend”=1s the aim of 
Frank More, Endeavoring 
always to maintain Style 
Leadership. Slate Grey, a 
color deep, soft and en- 
tirely different from any 
other Grey, 1s one of the 
many New and Smart 
Modes awaiting your 1n- 


spection ; 
| 450 at | 5.50 
Le For complete color harmony 


~orrect shade of hosiery 
“~ jou at both shops! 


: alt More 


NEAR POWELL ST. 
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“Sees GEARY _ST- 
daytime shades, Black ... Sable 
Brown Serge Blue.” 


“Alligator is foremost with 
‘youth,’” Robinson Shoe Co., Kan- 
sas City, Mo. 

“Is it any wonder that Cutler’s is 
the world’s largest shoe store?” 
Cutler’s, Chicago, II. 
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How ‘They Do C 


vertising Shows Popularity of New Foot- 
Cc - ee 

a Rich Friend of Phrases for 

Newspaper Publicity 


McBryde Boot Shop of 

Detroit gives us an ex- 

ample of perfect balance 

in headline description 

and price that is worthy 
of study 














The Elusive Quality Called Charm 
Accents the Youthful Lines of 
This New Tie-Pump 


Thoroughbred trimness and a 
snug, clean-cut fit through its 
high, graceful arch characterize 
this two-eyelet tie-model, pre- 
sented in black patent leather 
with genuine black lizard in- 


$13.50 


McBryde Boot Shop 


Second Floor David Whitney Bldg. 























“A new star gleams in the constel- 
lation of smart autumn footwear! 
A delightful slipper of crepe de 
Chine,” Fyfe’s, Detroit, Mich. 

“Autumn footwear that strikes the 
keynote of new fashion,” Howard L. 
Butts, Lodi, Cal. ' 

“Footwear that treads fashionable 
paths,”” Wasson’s, Indianapolis, Ind. 

“Tweed looks to your shoes for 
added fame,” H. Liebes & Co., San 
Francisco, Cal. 

“Twenty-eight years of satisfac- 
tory service,” C. H. Baker, San 
Francisco, Cal. 


,‘ASHION steps gaily forth in 

these youthful shoes,” The 

Crews-Beggs Dry Goods Co., Pueblo, 
Col. 

“Good morning! This is the news 
for the day!” Carlat’s Booteries, 
Kansas City, Mo. 

“All Paris will. be wearing trepe 
de chines this fall they are 
featured by every fashionable shop,” 
Newark, New Orleans, La. 

“Footwear can make or mar the 
entire ensemble—a pump is always 


smart,” Rorabaugh-Brown’s, Okla- 
homa City, Okla. 
“Beautiful shoes and _ hosiery.” 


Vanity Shoe Shop, San Jose, Cal. 
“The tweed pump, featured in 
black, gray, brown, a new fashion 


smartly developed,” The Lindner- 
Coy, Cleveland, Ohio. 
“Chandler’s exquisite shoes,” 


Chandler, Cincinnati, Ohio. 
“Tweed oxfords . as new and 
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Getting More Shoes Sold Righi 





Hold Every Advantage 


y HAT is needed now is a little sane thinking, 

which may avert a bad condition later. Any 
merchant who can hold any slight advantage of 
price that he has put on his shoes, because the need 
of his business was for a better price at retail be- 
cause of service, selection and style rendered, 
should hold his own. Let him stand firm in the 
position that he is entitled to what he can get and 
won’t give ground because of any published state- 
ments that prices are off from 5 to 25 cents a pair. 
That item has been in most of the newspapers of 
this country and is doing its bit of damage right 
now. 

Many a merchant is now trying to answer a 
public that is saying, “Hides are off and we now 
expect a reduction in prices at retail. You raised 
your prices because of the increases. Now take 
them off.” The sound RECORDER logic all along has 
been, “increases due to ingredient costs are mis- 
understood and misinterpreted by the public.” The 
fact is they are not of major consideration in the 
price to the public of shoes at all. If a shoe is in 
the right selection, in the right style, for the right 
purpose, and is fitted right, it will command the 
right price. If any one of these elements is out— 
its value is very much out. Intrinsic costs confuse 
a public unable to understand the fundamentals of 
economics. 

The intelligent retail shoe merchant is fully 
aware of the fact that any minor decline, such as” 
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we have had in raw stock prices, means very little 
off in the cost of shoes as manufactured. When 
hides were going up the price wasn’t transmitted 
to the shoes for a long time. When prices are go- 
ing down it is difficult to see an immediate advan- 
tage to the merchant, and particularly to the public 
in such minor elements. 

Hundreds of concerns never raised their prices 
at all to the merchant. Compare factory prices to- 
day with those of a year ago and there is no differ- 
ence. The thinking merchant and manufacturer 
has not been without guide in the course of events. 

The shoe is today first an article of style, and 
second, an article of utility, though it must combine 
both to a real degree. Our industry needs more 
money at retail to pay for the costs of doing busi- 
ness and to insure fair profits—it can only get 
more money by increasing the public’s desire for 
goods because of the elements of quality, style and 
service, and not because of ingredient costs. 

Any price increases made should be held—don’t 
give ground after having gained—the worth of 
shoes is appreciating and the public is getting full 
value and can be taught to accept even better 
prices at retail. 


& & © 
The Black Shoe Nightmare 


ORE and more we are seeing black shoes 

dominate the picture in men’s wear. They 
may have a place in the winter scheme of dress, 
but there is a spring season ahead where foot color 
is advisable in men’s wear. 

Look forward to the greatest sports footwear 
year over, providing, however, that for the man 
who bought a pair of sport shoes in the summer of 
1928 there is some different pattern, model or de- 
sign for 1929. He is not likely to buy the same 
shoe twice. We need a little more liberty of pattern 
and design in men’s shoes. What sells more wom- 
en’s shoes is the change of pattern and color. The 
same can be done in men’s. 

The amount of color liberty, however, is limited. 
There are tremendous opportunities in pattern ex- 
pression. Look at the changes that have come in 
the lines of men’s clothing in the last ten years. 
The cut and lines of the suit are a thing of beauty. 
Yet the shoe industry is continuing to make its 
men’s shoes on almost the same lines and designs 
that were salable in the nineties. 

Isn’t there a place for a novelty of design? It 
would first appear in sports types of shoes and will 
then sweep into dress shoes. It will come in 
through the young man’s eye interest in line and 
design. 

The shoe merchant needs to be tolerant of new 
and fresh ideas in the color and design of men’s 
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shoes. Color will come first and a tan shoe expres- 
sion for spring can be created by the unanimous 
interest of the trade. The pattern changes can be 
developed in black shoes as an aid to retiring the 
old designs. With both of these divisions show- 
ing activity for spring, look for a great revival of 
the men’s shoe business. 


&¢ & 
Extra Rubber-Wear Profit 


<7” HE lighter they make the shoes, the more sig- 

nificant the opportunity of the retail shoe mer- 
chant to make an extra overshoe profit this win- 
ter. When you consider that a man will put al- 
most a half inch of sole substance between his feet 
and the ground in winter, and that a woman of 
the same weight will skip around in a sole a quar- 
ter of an inch in thickness, weather notwithstand- 
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made it so that fashion comes first and utility 
second, even though the need comes all in a heap 
on the first stormy day. This is one year when the 
one pair galosh wearer is out of the picture—two 
pair plus and more. 


& 8s & 
Does It Ring True? 


Mf ** advertising effort, no matter how spec- 
tacular, must ring true. The American pub- 
cis is developing a new intelligence and inquisitive- 
ness. No longer is it possible to make a bold 
statement that cannot be substantiated by fact. 
The blindfold test on cigarettes has been tried 
by hundreds of individuals, outside of those who 
committed a mild form of deception via the printed 
page. Invariably even experienced smokers have 
been all wrong in picking out the cigarette by the 








ing, the wonder of it 
all is, “Why the dif- 
ference?” 

In rough weather, 
snow and sleet, the 
positive need for foot 
covering is apparent. 
Those centers that 
have had snow previ- 
ous to this time have 
found an early sale 
for rubber wear—the 
all-over rubber galosh. 
The second sale will 
come when the jersey, 
light styles are needed 
for foot warmth and 
protection. 

The girl who keeps 
her color scheme cor- 
rect finds a need for 
a duplicate pair in 
each division for dress 
harmony’s sake. 

The sweetest profit 
of the year is just 
ahead for those stores 
that hit the first storm 
with the right article, 
and are not afraid to 
ask a proper price. 
When the need is 
great, the price is of 
less concern, no mat- 
ter if there is a 
splurge of advertising 
of last year’s galoshes 
at an outrageous 
price. 

Style changes have 














The ‘Reason Why | 


THE CRAWFORD SHOE CO. 
Lima, Ohio 


We are indeed very glad to have the opportunity 
of renewing our subscription to the Boot AND 
SHoE Recorper. We always look forward with 
a great deal of interest for the weekly arrival of 
the Boot anp SHOE Recorper. We have been 
consistently reading your journal for almost 
thirty years; and we feel that we owe considerable 
credit to the various articles which we have read 
and the information which we have received from 
your journal, all of which have helped in no 
small degree the success which we have attained 
in the retail shoe business. 

And may we add in closing, in our opinion 
your journal is far more valuable to the buyer, 
the merchandiser and entire organization than it 
used to be when shoes were lower priced and 
retail business more easily conducted. In fact, 
we insist upon our entire sales organization read- 
ing the Boot anp SHoe REcorDER as we feel we 
cannot afford to have them miss any of the valu- 
able articles. 

Yours truly, 
(signed) P. W. CRAWFORD, Pres. 
* 


Business, whether wholesale or retail, is far 
more complicated today than ever before. 

New ideas, new methods, new practices are 
coming into effect from day to day. 

Successful merchants, such as Mr. Crawford, 
are not letting the cobwebs gather before their 
eyes. 

It’s a speed age we're living in and the Rr- 
CORDER is a constant recorder of useful facts and 


information. 
» Ae Sa < 


President 

















blindfold test. 

What sort of an im- 
pression of advertis- 
ing results when the 
public finds a flaw in 
the advertising? Re- 
cently a test was made 
of the fitting values of 
shoes. One man made 
the statement that he 
could positively tell 
the feel of a certain 
high-grade shoe on his 
feet. What was his 
consternation to find 
that the shoe which he 
picked up was several 
grades under? 

There is no _ true 
blindfold test of any- 
thing. The function 
of the eye is needed as 
much as the ability to 
touch. Oftentimes the 
label makes the only 
difference in a com- 
mon commodity. 

One giant organiza- 
tion in this country 
buys pins by the bil- 
lions. They frankly 
confess that pins are 
pins, and metal and 
chemistry are simple 
elements of manufac- 
turing understanding. 
Nevertheless they buy 
from the concern that 
renders the most in 
service. 
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This Idea Doubled His 
Men’s Business 


HATTANOOGA, TEN N.—On 
oe 16, 1928, at four o’clock in 
the afternoon, J. P. Schlesinger, one 
of ‘the partners in the Walk-Over 
Shoe Co., at 723 Market Street, sat 
down to think about this and that. 
At 4:15 he had discovered that the 
women’s department was doing well 
and the children’s fairly well. At 
4:30 he found that the men’s busi- 
ness had been decreasing steadily 
for ten years. 

“T also found,” he said, “that in 
the men’s end we were getting our 
share of the staple trade—the man 
who wears the same type of shoe 
year after year and expects to find 
his exact size and width in the style 
of his choice when he drops in (and 
that does not occur for long periods 
of time), and does not object to pay- 
ing ten or twelve dollars in our store. 
On the other hand, I found that we 
were getting very little of the young 
men’s patronage, the college men, 
the boys in the prep schools, Pull- 
man porters and bell hops, so tried 
to find out what to do to get that 
business. 

“We put in a line of young men’s 
shoes, all under ten dollars, and com- 
menced to advertise them in a small 
way, twenty to thirty inches a week 
in our daily papers, always on the 
sports page. I try to meet every 
man who comes in our store per- 
sonally, make a record of his pur- 
chase, style, size and width. Thirty 
days later the following letter is sent 
to him: 

“‘Governor Hardman of Georgia 
is of the opinion that scientists will, 





by HARRY R. TERHUNE, Fez €n:70r, 





Do You Like These 
Ideas? 


If you do, it will be good news 
to learn that the Boor anp SHOE 
Recorper has published a book in 
which are reproduced many scores 
of the ideas which have been 
published in the past three years 
in this O. P. I. department. They 
have to do with all manner of 
subjects—all of them tried and 
proven. 

This book will be sent free to 
any subscriber of the Boor Anp 
SHoe Recorper whose subscrip- 
tion is paid in advance according 
to postal regulations. 

All you have to do is to address 
a letter to the Circulation De- 
partment, Boot ANp Snore Re- 
corver, 80 Federal Street, Boston. 











eventually, be able to tell by our fin- 
gerprints what we have in our heads. 
That would be pretty tough on some 
of us. But don’t worry, you don’t 
have to have a fingerprint made. 
You must have shoes, though, and 
if you make your footprints with 
ease and comfort you can use what 
you have in your head much better. 

“‘We don’t claim to know any- 
thing about this fingerprint business 
and could not read one if we had it, 
but we made a record of the style 
and size of that last pair of shoes 
you bought from us which we can 
read, and if they are wearing easy 
you can get another pair just like 
them by ’phoning us. If they are 
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not exactly right, come to see us. 
We know that we have a Walk-Over 


that will fit te a TT. 
you.’ 

“Sixty days later there is another 
letter, with a catalog enclosed. The 
number of mail orders these let- 
ters and catalogs have brought from 
the small towns adjacent to Chat- 
tanooga has been very gratifying. 
Our men’s business showed 36 per 
cent increase in number of pairs 
sold the first six months in 1928 over 
the same months in 1927. Since then 
July was 56 per cent ahead of a year 
ago; August, 177 per cent; Septem- 
ber, 160 per cent. Judging from the 
way October has started off, I believe 
we will show a larger increase than 
any previous month. 

“If you ask me what is the trouble 
with the men’s business in the aver- 
age store that I have come in contact 
with, I would say that the dealer puts 
at least 80 per cent of his efforts into 
selling women’s shoes and lets the 
men go where they please.” 


you 


Thank 
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Bargains Always In Sight 


GD AY CITY, MICH.—The shoe de- 

partment in the H. G. Wendland 
& Co. store is a compact, active place, 
square-shaped. Eye-high around one 
side, Buyer Harold Boucher keeps 
a row of shoes on display, that his 
stock control system says must be 
disposed of at once. Sometimes these 
shoes are grouped to be sold at one 
price, and again they have individual 
special price tickets on them. The 
fact that they are out where the 
trade can see them has a distinct 
advantage in their being moved out 
quickly. , 
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Dressing the Windows To 
Attract Teachers 


ACKSON, MIC H.—September 

shoe windows with a message to 
the children are fairly common, but 
it remained for R. L. Morlock, who 
trims the windows of R. F. Schmidt’s 
Arch Preserver store, to dope out a 
window for the teachers. While the 
basic idea is not a brand new one, 
the treatment of it is, so it should 
represent a new thought well worth 
trying. 

The front part of the window in 
question was fixed up to represent 
a teacher’s desk on a_ schoolroom 
platform. A _ representation of a 
school blackboard was used as a 
background, which bore a crudely 
printed message, supposedly printed 
by a youthful student. This read: 

“This is Teachers’ Week. Shoes 
for school, street, dress and eve- 
ning.” 

Then there was a small desk on 
which there were ruler, pen, ink, 
pencil and memo pad. On the pad 
were several important notes which 
Teacher had just dotted down. These 
could be easily read from the street, 
and were: 

“Teachers’ meeting tomorrow. 
Change Jimmie’s seat. Get a com- 
fortable pair of shoes at Schmidt's.” 

Evidently one teacher told an- 
other, for many came to see the trim. 
They read the blackboard story, the 
notes on the memo pad, smiled, and 
in many cases went in and bought 
shoes. Each teacher knew of the 
store, its location and the particular 
kind of shoes sold there, for the firm 
had sent them several letters. They 
had also received a‘ ticket allowing 
them a 10 per cent discount on shoes, 


This Check Mak 
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Tuttle’s Shoe — 
Store is centrally Ete—p om 
situated in this little ee 
tourist town of 5000, ; 
bordering the pictur- Turnasp a 
esque Penobscot Riv- ener 
er. It is not a large =a 
shop. In fact, it has Turtles Shoe Store 

the center of 








Store’s Location 








only one show win- 
dow of its own, but 
B. L. Tuttle, proprie- 
tor, is a man of ideas, 
and borrows space in the adjoining 
barber shop window. 

Mr. Tuttle has been merchandising 
here for the past nine years, but be- 
fore that, for forty years, he had 
been in the manufacturing business. 
In choosing a location for a retail 
store, Mr. Tuttle had location upper- 
most in mind. He therefore first 


chose a well-established stand, name- 
known to both the Winter and Sum- 
ly, that of the old Fred Timm’s store 
mer population for many decades. 
He then capitalized on its favorable 
location. The envelope shown here 
is the way he “talks” through the 
mails to the folk of this and sur- 
rounding shopping sections. 


* * 





“Bachelor’—Not 
“Batchelder” 


In the O. P. I. department 
printed in the October 6th issue 
of the Boot anp SHoe Recorper 
appeared the account of the 
clever advertising done on men’s 
shoes by the Wilson Shoe Store 
of Hamilton, Ontario. These shoes 
are all sold under the copyrighted 
trade name of “Bachelor.” As 
printed in the O. P. I. depart- 
ment, however, it appeared “Bat- 
chelder.” Sincere apologies. 











so, all in all, they were in a friendly 
mood when they came to look. 

The slogan of this store is worthy, 
too, of being adopted by others. 
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AUSAU, WIS.—“Here’s a check blank,” says William C. 

Schlaefer of Porath & Schlaefer, “that we have used for about 
six years with great satisfaction and we have yet to receive the 
first check back marked ‘no funds.’ The difference between this 
check and some others we have seen is in the absence on ours of 
any agreement or printed guarantee to the effect that the signer 
has sufficient money in the bank whose name is filled in to cover the 


amount of the check.” 
signature. 


Note the little postscript underneath the 
It reads—“Another Satisfied Customer.” 





While I did not specifically ask Mr. 
Schmidt about this, I doubt if he 
would object to any other merchant 
in some other city using it: 
“Above all, we guarantee to fit the 
foot.” 
Sounds good, now, doesn’t it? 
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Tag Shows Show 
Size of P.M. 
7) ASHINGTON, D. C.—A scant 
three per cent of the shoes on 
the shelves of the Queen Quality 
Boot Shop are in the P.M. sections. 
This is an extremely small ratio for 
a city shoe store selling women’s 
shoes. 

In his twenty years of experience, 
Manager A. S. Misell has found the 
P.M. system the best for keeping the 
short lines moving. His method is 
to clip a green tag to the key box 
of each line. This tag tells the sales- 
man that this line is P.M.’d, the 
amount of the spiff and the new sell- 
ing price. The amount of the P.M.’s 
is not marked in plain figures but 
by code, as X equals 25c., Y equals 
50c. and Z equals $1. 

If the customer notices the green 
tag and suspiciously asks the mean- 
ing, salesmen are instructed to show 
the tag to the customer, explaining 
as they do that the tag represents a 
reduction in price as the shoe is of 
a short line, consequently it means a 
saving in price. As the P.M. is in 
code and tacked on after the stock 
number, it does not mean anything 
to the trade, so naturally is not ex- 
plained. 


Green 
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Tactful Suggestions Sell 


More Items 


66 OW To Sell More Items of 
Merchandise to Each Pros- 
pective Customer,” our 

most recently presented prize prob- 

lem in merchandising, received quick 
action from a large and powerful 

“battery” of our retail shoe sales- 

men readers. Six highlights of the 

various solutions were: Tactful sug- 
gestion; Stock accessibility; Knowl- 
edge of stock; Enthusiasm; Show 
the goods; Cash prizes in competi- 
tive selling campaigns. It was dif- 
ficult to determine the two best ar- 
ticles, as there were at least ten 
salesmen whose answers would ring 

the cash registers of the land to a 

lively tune of “Double Pairs and 

More Accessory Sales.” The first 

prize is awarded to Irving Atlas, 

salesman in the A. S. Beck Shoe 

Stores, 535 Main Street, New Ro- 

chelle, N. Y., who tells how he does 
it by what he terms “The IIlustra- 
tive Method.” The second prize is 











This salesman is prepared to sug- 
gest many items of merchandise 


Dedicated 
to the EDUCATION of the MEN 
and WOMEN onthe FLOOR. 
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awarded to Mrs. Gregg Spraley, 
saleswoman at the Spraley Foot- 
wear Shop, Fourth Street Arcade, 
Dayton, Ohio, who works quickly and 
effectively by tactful suggestion. 


Illustrative Method Effective 


NEW ROCHELLE, N. Y.—Irving At- 
las, salesman at A. S. Beck Shoe 
Stores, says: My store does a very 








salesman uses the 
“pull from the pocket,” “illustra- 
tive” method, the customer is im- 
pressed 


When the 


large business on accessories, and I 
have found that I am able to sell 
many items of merchandise by the 
following system: I always carry in 
my pockets a shoe tree, a pair of 
heel grips, heel cushions, buckles, 
and a color card of our hosiery. 
When I bring a shoe to a customer, 
I simply slip in a shoe tree, showing 
the customer without even talking 
the use of the shoe tree. While she 
is looking at the fitted shoe in the 
mirror I get a pair of stockings 
from the nearby counter to match or 
harmonize with the shoe; I have al- 














ready determined from the color card 
in my pocket the right shade, and | 
know the right size. I tell the cus- 
tomer that this particular pair of 
hose is made to wear with the shoe 
which she is considering buying. I 
then get a tube of polish, which I 
have secured on my way up to the 
hosiery counter, and hand it to the 
prospective customer, telling her 
that this will preserve the life of 
the shoe. If the shoe is a pump, or 
a one-strap, I show the woman how 
well a buckle or ornament would 
look thereon. If necessary, I slip in 
a heel grip or a heel cushion. I then 
proceed with the sale of the shoe. 
After that sale is completed, I say: 
“And you want the other items, 
doubtless.” You would be surprised 
to see how many more items of mer- 
chandise I thereby sell. I even have 
a large “walk-in” trade on account 
of using this “illustrative method.” 


Customers Appreciate Suggestions 


DAYTON, OHIO—Mrs. Gregg Spra- 
ley, Spraley Footwear Shop, says: 











The customer will be glad to 
learn of a new polish 
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There is no other influence that will 
knit trade to your store as well as 
the tactful suggestion of various 
items of merchandise. The cus- 
tomer appreciates knowing about the 
best cleaner or polish for the new 
shoes you have just sold. If you 
had purchased a new motor car, 
would you not thank the dealer for 
his suggestion of the proper kind of 
oil for said auto. If I see a run, or 
a hole, in a woman’s stockings when 
I am fitting a shoe, I know that she 
is a prospect for a new pair, and in 
the course of the shoe sale I men- 
tion, at the opportune time, the re- 
markable wearing qualities of our 
hosiery and the pretty new shades 
of this season; I then politely ask 
the customer to step to our hosiery 
counter, as I would like to have her 
look at some of the new colors. 
Once at the hosiery counter, I find 
out the customer’s preference as to 
colors, weight, etc., and usually sell 
one or more pairs. 


How To Sell Buckles 


In selling pumps or strap slip- 
pers, I get a pair of ornaments and 
show the customer how well they 
look on the shoes which she is con- 
sidering, to “doll up” the shoes for 
the party or theater. Women are 
most susceptible to the purchase of 
pretty things to adorn their persons. 
What could be more intriguing than 
a colorful and stylish pair of bou- 
doirs? Put a pair on her feet and 
watch the result. Show the customer 
the new overshoes, with the argu- 
ment that they are stylish, protect 
the new shoes, keep the feet dry and 
warm and, furthermore, save doc- 
tors’ bills. 


Show the Goods 


MIDDLESBORO, Ky.—Paul C. Camp- 
bell, salesman at T. H. Campbell & 
Bros., says: After a customer has 
decided on, say, a blue suede pump, 
get a pair of blue hosiery in the 
right size and show how well pumps 








Arrange a practical demonstra- 
tion that now is the time to buy 
“rubberwear” 
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Carl Stendahl of Minneapolis 
believes that the time is almost 
here when every retail shoe sales- 
man will be registered. Mr. Sten- 
dahl conducts a fitting school 
within his retail shoe store where 
all difficult cases of fitting are 
brought before experts for dis- 
cussion and solution. 

“We shoemen should become 
more professional in our contacts 
with the public,” says Chester 
Herold of San Jose, Cal. 

At two mid-summer meetings 
devoted to a discussion of the 
care of the feet, doctors stated 
that many retail shoe salesmen 
were ignorant on the subject of 
foot fitting. 

“There are too many school 
boys fitting shoes,” said recently 
a Boston merchant. “Let’s make 
the fitting of shoes a profession.” 





The October Prize Problem Will 
Bring $15 to Retail Shoe Salespeople 


Should Every Retail Shoe Salesman of Orthopedic 
Types of Shoes Be Licensed as Is the Doctor. 
the Dentist, or Pharmacist? 





We would like your upinion on 
this subject. The specific ques- 
tion is: 

“Should Every Retail Shoe Seller 
of Orthopedic Types of Shoes be 
Licensed as is the doctor, the den 
tist, and the pharmacist? 

TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 

Only men and women actually 
engaged in selling shoes at retai) 
are eligible to enter this contest. 
Winners will be announced in 
these columns November 24. 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 80 Federa) 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN NOVEMBER 14 








and stockings match or harmonize. 
With the hosiery bring a box of blue 
suede polish and a pair of shoe trees; 
show a pair of blue beaded buckles 
and say that with the buckle she 
can have two pairs of shoes for the 
price of the buckles. Bring along 
shoe tr¢es and explain how the trees 
will enable her shoes to hold their 
shape. Explain that the use of the 
suede polish, with the wire brush 
which you also display, will keep her 
shoes looking “smart” longer. Have 
a few mules and comfort shoes 
placed near the fitting stool, in plain 
view, and suggest to the customer 
the advantages of relaxation in these 
shoes after a busy day on her feet. 
Suggest rubber footwear. 


Salesmanship Contests Help 


LARNED, KAN.—J. R. Oliver, sales- 
man at the Lischesky Dry Goods Co., 
says: When salespeople are thor- 
oughly sold on the power of tactful 
suggestion in the distribution of 
more items of merchandise, results 
are bound to come. In a contest 
held some time ago between our 
Great Bend store and the store here, 
a bulletin board was posted in each 
store and each day’s sales and per- 
centage of gain or loss shown there- 
on. One store showed a gain of 13 
per cent on the gross sales for the 
month. This contest not only helped 
us that month, but has benefited the 
business in both stores since. 


Demonstrations Sell Goods 


CoLUMBUS, GA.—James H. Mc- 
Garr says: After selling your cus- 
tomer one or more pairs of shoes, 
there are still numerous shoe acces- 
sories to be sold. You must be thor- 
oughly familiar with your merchapn- 
dise. Never ask the customer any 
question which can be answered in 
the negative. The best way to sell 
accessories is with a brief demon- 
stration. 


DETROIT, MicH.—Harry Resnick. 
salesman for the Rosenberg Shoe 
Store, says: Don’t talk accessories 
until after shoe sale is made. Then 
sell the customers hosiery and other 
items. Foot comfort supplies often 
help to make a sale. 











Should the orthopedic salesman 


be licensed as is the doctor? 
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Don’t Show, Fit Second 
Pair 

St. Louis.—R. B. Shugert, retail 
salesman at McCain-Wright Shoe 
and Hosiery Stores, says—The main 
thing in selling the second pair is 
not in suggesting, but in fitting. If 
you get a customer to display enough 
interest in the second pair to try 
them on, the sale is half made. 
Hosiery is the next important item 
to shoes, and in our stores just has 
to be shown. Show the newest in 
boots and galoshes early. Have a 
prominent display of findings, in- 
cluding buckles, and polishes, laces, 
etc. A customer has to have a 
cream for her colored kid shoes. 
There is no excuse for the salesman 
to merely give the customer what 
she has decided to buy before enter- 
ing the store. 


Copy Grocer’s Methods 


St. Louis, Mo.—Louis G. Fabre, 
salesman at the Shoe Mart, says: 
Everyone knows the methods of the 
grocer in selling more items of 
merchandise. He sells more items 
because he keeps them all in mind, 
knows his merchandise, and thus 
helps the appreciative housewife to 
serve her household better, as well as 
helping himself to bigger profits. The 
salesman must learn all about the 
various items of merchandise which 
his store sells and know how to sug- 
gest it tactfully. The man in charge 
of the floor might each morning ask 
each salesperson what extra articles 
he will suggest to his customers to- 
day. Extra bonuses help. Records 
could be kept by the head floor man- 
ager. 


Approach Is'Important 


SANFORD, N. C.—Jack Pasman, re- 
tail salesman and display manager 
at Isaacson’s Department Store, 
says: The approach is important in 
suggestion. Never do I start with, 
“Madam, would you be interested in 
an extra pair of shoes?” etc., but 
always, “Madam, the latest style au- 
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thorities suggest,” etc. Three-quar- 
ters of the hosiery sold in our store 
is moved through suggestion. Win- 
dows and inside display cases are 
a big factor, but the salesperson’s 
suggestions play an even greater 
part. 
Six Selling Reasons 

St. Louis, Mo.—G. P. Wittmond 
of The Shoe Mart says: 1. Be cour- 
teous; 2. Know what you are sell- 
ing; 3. Always get as many dollars 
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Demonstrating to salesmen how 
to sell buckles—or how the cus- 








tomer may have two pairs of 
shoes for “the price 6f the 
buckles” 
out of a sale as possible. Most wo- 


men have more than one pair of 
shoes. It takes only a little longer 
to sell another pair, ie., one for 
dress, street or afternoon wear; also 
the sport oxford. Extra buckles for 
pumps add so much to the appear- 
ance of these. Never let a customer 
get out of your store without at 
least one pair of hose, likewise a bot- 
tle of shoe cleaner, as these sales on 
the average per month are great. 
Never be satisfied with the one pair 
of shoes called for—take it for 
granted that these are sold, and al- 
ways have in mind the second pair. 
A retail shoe salesman should al- 
ways bear in mind that this is his 
store, his merchandise, and if he 








Houston, TEX.—Here are a few of Salesman Ben Emden of Krupp & Tuffly’s latest cards. 
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Accessories Should Be 
Accessible 


BRUNSWICK, MrE.—E. H: Hall says 
—The subject “The Sale of More 
Items of Merchandise to Each Pros- 
pective Customer,” suggested by M. 
M. McCain, of the McCain-Wright 
Shoe and Hosiery Stores_of St. 
Louis, is one of exceptional import- 
ance to the retail shoe merchants of 
today. One feature which I find 
valuable in selling “extras” is to 
keep these articles where they will 
be accessible. If hosiery, polish, 
supports, etc., are on the top shelf 
they do not sell as readily as they 
would if they were placed open to 
view right side of the “wrapping 
counter.” Here the salesperson can 
see them as they are wrapping up 
the shoes, and show them with little 
effort. If you are fortunate enough 
to have a salesperson who knows the 
anatomy of the foot, he will help to 
sell not only more supports, corn 
pads, arch braces, etc., but also valu- 
able service and advice which will 
mean repeat customers. If you 
haven’t such a person, make your 
clerk study until he rounds himself 
into a specialty person. 


Suggests Shoe Polishes 


OKLAHOMA CitTy.—F rank P. Clark 
of the Nissen Shoe Co. says—After 
my customer is sold on a shoe, I sug- 
gest a cleaner to polish and preserve 
the shoe, after explaining just how 
much it means to add to the life 
and looks of the shoe, 

SPRINGFIELD, ILL.—J. H. Sum- 
mers, Manager of the Springfield 
local branch department of McCain- 
Wright Shoe and Hosiery Stores of 
St. Louis, says—Our business has 
shown a good increase. We are 
doing this by trying a little harder 
and you may be surprised to know 
that even though the weather is hot, 
we are selling “Pirate Boots” simp- 


will only look about he will find that ly by suggesting them. Windows 
he has many more items of merchan- and interior displays help. Be 
dise to sell other than what is called courteous. Have a smile for every- 
for. one. ’ 
‘GETTING | 
A KICK 
OUT OF 
RADIO 








Mr. Emden is one of the 


most progressive retail shoe salesmen in the country. He has issued thousands of a great variety of these personal 
cards, and has greatly increased trade for his house by this method. He always keeps the size of card pr sine 


the same, however, or just large enough to slip inside the pocket or . pocketbook. 
booklet the second page of which is blank. 


the other one to the school boys. 


men, with the dates of Easter Sunday for the next ten years thereon. 
these columns, what they think of this idea. 


The cards constitute a four-page 


The card with the radio cartoon is given by Salesman Emden to men; 
Another card that Mr. Emden is now distributing is one to prominent business 
Mr. Emden asks other retail salesmen, through 
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Allied Industry Issues Official Card 


¢ ITH four shades of beige, three of brown, one 

gray, and dark tones of blue, red and green, 

the 1929 Spring Season Shoe and Leather Color 
Card for women has been released to the trade. Three 
shades of tan and three shades of brown are shown 
on the men’s card. These colors have been decided 
upon after a series of meetings among representatives 
of the Tanners’ Council, the National Boot and Shoe 
Manufacturers’ Association, and the National Shoe 
Retailers’ Association, in cooperation with the Textile 
Color Card Association. 

The beige group in the women’s colors consists of 

Lido Sand—a true sand color with a grayish tint, 
which has been very popular in France. 

Champagne—a beige with a yellowish cast. 

French Beige—a beige with a pinkish cast, less 
pinky than the Rose Blush of last year and a trifle 
darker in tone. 

Sunburn Beige—which might be termed a new ver- 
sion of Honey Beige, a trifle darker than Honey Beige, 
but of a true sunburn cast. 

Lido Sand and the new Champagne are distinctly 
new colors. 

Coming into the brown range we find 

Marron Glacé and 

Trotteur Tan—both repeated from previous color 
ecards. Both contain a liberal amount of red tones. 

Almora—a deep, dark brown with a decidedly 
mauve cast, named for a place in India where a mauve 
brown tint of this type is found in the woods. 

Outside the beige and brown family there are four 
additional colors: 

Silverwing—a bright, light gray, with the flair of 
aviation in its name. A smart color, but one designed 
for a limited volume of sales, and 


A triumvirate of dark blue, dark red and dark 
green, which have appeared in the American ensemble, 
as a distinctly American movement, and which may 
be considered more or less classic colors for shoes 
with the woman who is extremely particular in her 
ensemble dressing. These shades are known as 

Commander Blue—a true dark navy shade, named 
in honor of Commander Byrd, the explorer. 

Vin Rouge—(wine red) which bears a self-explana- 
tory name, and 

Belmont Green—a deep rich and dark green, bear- 
ing the name of the famous Belmont Park, well known 
race track near New York. 


HE men’s colors for spring may be divided into 
three classifications: 

Saratoga Tan—the lightest and brightest of the 
tans shown and designed for sale in certain localities, 
principally the South and West, where light tans are 
called for. 

Copper Tan and Ruddy Brown—medium toned tans, 
the latter a trifle darker than the former. These are 
expected to yield the bulk of spring business. 

Nicotine—a rich tobacco brown that will be used in 
high grade footwear. 

Durham Brown and Trotteur Tan—shades between 
Ruddy Tan and Nicotine, which have been put into 
the card as colors for kid Jeather. 

These two colors, while not lending themselves to 
good reproduction in calfskins, show up extremely 
well in kid and give an opportunity for the brighten- 
ing up of kid shoes for men, for which there is always 
a certain demand. 
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HIDE and LEATHER Markets in Close 
Balance win SHOE Prices 


Says Head of Tanners’ Council at Chicago Convention This Week. 


DISCUSSION of condi- 
tions leading up to the 
present price situation 


in the hide and leather market 
was the chief feature of the ad- 
dress of Fraser M. Moffatt, re- 
elected president of the Tanners’ 
Council of America at its annual 
meeting in Chicago this week. 
“There no longer exists, fortu- 
nately for the tanning industry,” 
he said, “the mental fog which 
oreceded the disastrous years be- 


“Hide and skin markets are 
now endeavoring to express 
themselves in terms of shoe 
prices. 

“Gaged by demand, the 
amount of leather in all hands 
is fully warranted in volume.” 
—Fraser M. Moffatt, speak- 
ing at the annual meeting of 
the Tanners’ Council this 
week. 


1928 were equal to the entire im- 
ports for the whole period of 1927. 
This was sound and logical for 
the active period of importation 
in the early part of the year. We 
may consider, therefore, that im- 
portations of cattle hides are 
substantially over for 1928. In 
filling up the vacant spaces in 
his hide warehouse by increasing 
his importations in 1928, the 
American tanner contributed to 
high prices in international mar- 





ginning with 1921. It has been 
quite plain to careful observers 
that, beginning with the early 
spring of 1928, the leather industry was showing cer- 
tain marked tendencies which had important meaning. 
The business of our customers proceeded in reason- 
able volume, but, in certain lines of leather normal 
production had given rise to a suggestive increase in 
inventories and the market was not absorbing our 
product. For instance, in sole leather, on Jan. 1, 1928, 
there were in tanners’ hands, sensationally low sup- 
plies, probably all of which were sold to deliver. By 
August this visible stock had risen to about twice that 
quantity. During that period shoe production had 
been equal in volume with the year previous, 1927. 
“Tanners, in this period, operated conservatively 
but in spite of them and their normal demands, raw 
material markets rose. In the marketing of the fixed 
price shoe there was evidence of resistance by con- 
sumers to what tanners believed to be a perfectly 
logical and soynd increase in leather prices. With 
the disappearance of world inventories of leather and 
the absolute lack of any reservoirs of raw material, 
world markets showed natural firmness, although. the 
three peaks of prices during the eight months past 
were each slightly lower than the one preceding it. 
“The cumulative effect of what the consumer re- 
garded as relative high prices developed promptly the 
greater use of substitutes, particularly for sole 
leather. The first eight months of 1928 showed a gain 
in the use of such substitute of the equivalent of 
about one million sides of sole leather. The iogical 
course for the tanner to pursue was curtailment and 
the relation of his production to consumption. With 
early summer his action became plainly evident and 
today the adjustment of the tanner’s operations to his 
customer’s possible demands is little short of remark- 
able. ' 
“The natural readjustment of the raw material mar- 
ket began early in the summer. Its response to the 
facts which I have named above has been immediate. 
Hide and skin markets are now endeavoring to express 
themselves in terms of shoe prices available. So far 
as importations of raw materials are concerned, of 
cattle hides, the net imports for the first eight months of 





kets. But world markets outside 

of American interests expressed 

themselves as confident in the fu- 
ture by sharing in such operations. The United 
States is in a like position today so far as raw ma- 
terial is concerned, with Continental Europe and 
Great Britain. So much for our raw material. 
5 ET us examine the leather situation. There ex- 
ists today no burdensome inventory in any de- 
partment of the leather industry. Gaged by demand, 
the amount of leather in all hands is fully warranted 
in volume. It would be difficult to replace. Now, be- 
fore unreasoning, dangerous and unnecessary conclu- 
sions are drawn from widespread and undigested sta- 
tistics, I would point out to you your responsibility in 
the matter. This situation calls for the highest degree 
of intelligent comprehension by those who understand 
these facts, who may consider them wisely and who 
are able to draw careful conclusions. It is our re- 
sponsibility to present to our customers a rational and 
sound attitude, uncolored by any distortion in per- 
spective which a burdensome load such as an exces- 
sive inventory might present. There should come 
from this gathering no equivocal or unsound note. 
From the facts which have been set before you you 
have no warrant to fear what the future may have in 
store. 

“We recognize our limitations as converters of a 
raw material which may not be expanded by any ex- 
treme level of prices or contracted by any poverty 
of values. Our responsibility is to so wisely judge a 
market and our operations that we may convert this 
material into a finished product at a price which must 
represent the national power of purchase at sound 
values. We will exercise wisdom if we are not misled 
by sympathy which those of us who have had years 
of experience do not hesitate to recognize.” 

Mr. Moffatt was reelected president of the Council 
at the annual election of officers held in conjunction 
with the convention, which will be more fully reported 
in next week’s issue of the BOOT AND SHOE RECORDER. 

The tanners’ convention, in view of recent reces- 
sions in hide prices and the lowering of some shoe 


-prices by a few large producers, assumes more than 


usual importance. 
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When you hear the cry, “There is no 
profit in the retail shoe business,” 
stop and ponder Eugene Cassidy’s 
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IX years ago Eugene Cassidy 
started a very moderately capi- 
talized family shoe store in the 
city of Hanford, California. He 

knew the shoe business. He was familiar with the 
leaks which rob the retailer of his expected profits. 
He knew the leak caused by a slow rate of turn-over 
—knew what it cost to have no accurate stock control 
—knew what caused excessive mark-downs—he knew, 
in short, that most of the handicaps of the retail shoe 
business were due to the handling of too many lines. 
He recognized even then that the “lone hand” retailer 
playing the game all by himself, could not for long 
stand up against better organized competition. 

He wanted a single source of supply, and coopera- 
tion from that source. He found it in the Brown 
Plan of Shoe Retailing. Consequently his business 
has been a success from the very beginning. In a 
little less than six years he has made $35,805.22 net 
profit above his salary and all other expenses. Part 
of the profits from the Hanford Store were in 1925 
invested in a new outlet at Visalia, California, which, 
needless to say, is being operated on the same plan, 
and profits there are keeping pace with the present 
store. Small wonder that Mr. Cassidy says, “If I were 
not in the shoe business 
and wanted to get in I 
would consider only the 
Brown Plan of Shoe Re- 
tailing. Success is cer- 
tain if worked right.” 

Mr. Cassidy’s success 
under the Brown Plan 
of Shoe Retailing is not 
an isolated case. At 
present there are up- 
wards of 200 independent retailers operating under 
the plan. Taking their operating figures in the aggre- 
gate they show average profit on sales of 8.3% and 
average profit on investment of 22.5%. 

The plan is open to any independent retailer with 
necessary ability plus adequate capital. It involves 





Adv. 








SUCCESS 








100% concentration on Brown Shoe Company lines, 
which have been built and balanced to furnish the 
retailer every kind and type of shoe he can sell at a 
profit. In return for such concentration he gets a 
highly developed form of cooperation, which places 
him in a position to more than hold his own in any 
competition. Departments headed by men 
who know every phase of the retail shoe 
business are at his service. He remains 
his own “boss.” He sacrifies nothing 
whatever. There is no meddling with his 
affairs. He simply finds that he has ac- 
quired a powerful ally, giving him mass 
information and mass assistance, result- 
ing in advantages that earn for him over 
four times the net profit made by the 
average independent shoe retailer. 

Retailers are invited to write for full particulars, or 
ask any Brown Shoe Company salesman. 


Taw Srd)e GowsQaig, 


Manufacturers—St. Louis 
SHOES FOR EVERYBODY FOR EVERY OCCASION 
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Personalitus area vitally anno noset cond 
in the make-up of cvery fone ton 
and its service? H motive force in the 
engineering, broduction and development 
ofr ‘Dunbar Style Service is Mr ee ay pam 

anager of our Brooklyn Studio/ He is an 
expert stylist a master shoe technician 
a skilled footwear designer/ 

Ln creating patterns of originality» fortcast- 
ing sound style Advice w ey modes that 
best express fashions trend, you will find 
Mr Kerrigans services of exceptional valu/ 
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Do you want a copy of the 
“OFFICIAL COLOR GUIDE 
of American Leathers” which 
will be to the shoe industry 







the 


what the encyclopedia is to the OFFICIAL 
student? OPENING 
of 
' , AMERICAN 
THE TANNERS’ COUNCIL OF AMERICA | peeueee 
Announces for 
the first issue of its Spring and 
“OFFICIAL COLOR GUIDE Sumsmer 
OF AMERICAN LEATHERS” 1929 


for Spring and Summer 1929 


This guide contains pads of sample swatches, 
each displaying the new colors, of 40 different 
lines of upper leather. It is the most compre- 
hensive, most convenient reference volume to 
leading leathers and colors ever devised. 


A removable pad of about 

eleven swatches (each meas- 

uring 3 inches by 14 inches), 

is inserted in each space. 

This means over 400 different 

samples of upper leather for 

ready reference and com- e 
parison. 











TANNERS WHOSE LEATHERS WILL 
BE SHOWN IN THIS GUIDE: 


Agoos Kid Co. Keystone Leather Co. 
S. L. Agees Tanning Co. 
Amalgamated Leather Co. G. Levor & Co. 
American Hide & Leather Co. McNeely & Co. 

Barnet Leather Co. R, Neuman & Co. 

J. S. Barnet & Sons New Castle Leather Co. 
Barrett & Co. The Ohioe Leather Co. 
Bayer Bros. Leather Co. 
Brandt Leather Co. Quaker City Morocco Co. 
Burk Bres. Robertson Leather Co 
Castle Kid Ce. 

Dimond Kid Ce. 

John R. Evans & Co. 
Robt. H. Foerderer, Inc. 
Griess-Pfleger Tanning Co. 
E. Hubschman & Sons 
Hunt-Rankin Leather Co, 


Samuel Shapire 

Standard Kid Co. 

Surpass Leather Co. 
Thayer-Foss Co. 

Albert Trostel & Sons Co. 


A. C. Lawrence Leather Co. 


Pfister & Vogel Leather Co. 


Carl E. Schmidt & Co., Inc. 


41 DARK ROW. N.Y. 


Nov. 12th and 13th 


at the 
Joint Style Conference 
Hotel Astor, New York 





THIS GUIDE WAS COMPILED 
PRIMARILY FOR THE USE OF 
OUR DIRECT CUSTOMERS— 
THE MANUFACTURERS 


OUR ATTENTION HAS BEEN DIRECTED 
TO ITS USEFULNESS TO THE ENTIRE 
TRADE, AND PROVISION HAS BEEN 
MADE TO SUPPLY A LIMITED NUM.- 
BER OF RETAIL MERCHANTS WITH 
COPIES AT 


$5 PER VOLUME 


Due to the high cost of this book and the value of 
the leather contained therein only a restricted num- 
ber of these copies will be available. It is therefore 
important that orders be placed immediately. 


Checks accompanying order should 
be made payable to 


TANNERS? COUNCIL 


of AMERICA, Inc. 
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The Matson 
Fabric Tip 


is everything that a mod- 
ern tip should be. It adds 
distinction—for it is the 
only real fabric tip made. 


It harmonizes perfectly 
with the color of the 
braid. | 


It never becomes tinny or 
worn in appearance. 


It’s practical too—for it 
has no shoulder or rough 
edges to catch, rip or tear. 


Slips through the smallest 
eyelets. 


Specify Matson Fabric 
Tips in your stock—Sell 
them to your customers 
—and you'll specify and 
sell no others. 


For the price is right. 


This is a magnified 



































610 MANTON AVENUE 


PROVIDENCE 
R. I. 


sete 
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> 
‘BENEFIT>> 
H ont SHDE on 
: 7 . 
ese Beautiful Wise & Cooper Welts 
3 
i 
E IN STOCK 
: ; ; 
: At Auburn, Maine, and St. Louis 
; LT 
i WW, 
/ 
4 / 
i 
t 
3 ADELE 
1551-B—Arch Benefit. Fine quality patent. 
? a 14/8 heel. Copley last. AA to EULA 
2 1351- B—Arch Benefit. Same in fine quality 1580-B—Arch Benefit. Fine quality patent. 
4 black Ruby Kid. Reg. lea. heel. AA to 14/8 covered heel. Brighton last. AA to 
D Pe icercs .. 84.35 
TILLIE 
1353-B—Arch Benefit. Fine quality black 
j Ruby Kid. 14/8 reg. lea. heel. Copley 
i aie ES eee $4.25 
TILLIE 
1554-B—~Arch Benefit. Fine quality pat- ALTEBA 
ent; lizard calf quarter. 14/8 reg. lea. 546-B—Arch Solace. Fine quality patent. 
heel. Copley last. AA to D........ $4.00 sa/S reg. lea. heel. Ritz last. AA a2 
1950-B tame ts brows Bid and brows BAS ‘ici Wy" id,“ AD 
e62- B—Same in brown kid. "AA to D ‘3: 85 
BETTY 
1315-B—Arch Benefit. Fine quality black 
Ruby Kid. 14/8 reg. lea. heel. Copley 
rn See OD Bea condedsesececsesd $4.25 
1515-B—Same in patent. AA to D..#4.25 
1615-B—Same in brown kid. Solid lea. 
: SE. BEE Ge Diviccncscuncossesed $4.50 
: BOSTONA 
; 344-B—Arch Solace. Selected quality black . 
j Ruby Kid. 12/8 reg. lea. heel. Hub last. HUB 
; BD, BD Ber ccccccvecccvcsesescceve 332-B—Arch Benefit. Selected black Ruby 
; odin _-same in patent, dull calf trimmed. Kid. 12/8 reg. lea. heel. Hub last. AA 
ME coc oxk cas ccwesesaaed $3.85 GPU cdc, Fiche ciaebcisosietes $3.85 
These Numbers Are Now Completely Stocked 
At Special Price Advantages for November 
For 45 years Wise & Cooper have made good shoes on which retail 
‘ shoe dealers have made money—Today, our footwear is unrivalled in its 
grade—Stock Departments maintained at Saint Louis and Auburn, Maine; 
same day shipments. 
| Makers of Good Shoes Since 1883 
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E are not “telling you anything” when we say that, usually, 

purchasers of popular-priced novelty shoes are notorious 
“shoppers.” They seem as fickle as each whim of style. But the real 
factor that causes women to try one shop after another is a desire 
for comfort. After the first thrill of style enthusiasm departs, the 
pinch and burn of ordinary shoes have their innings. Atlantic Little- 
ways are comfortable, for their flexible, tackless construction makes 
them so. They fit, because we know that any shoe that makes a 
claim to comfort first must fit. They are styleful, reflecting the imper- 
ative style demands of the fast $5 to $6.50 market. Atlantic salesmen 
will be glad to lay before you the complete proposition. 


ATLANTIC 


SHOE CO. 


SOUTH BOSTON MASS. 





Bonita 








Can You Speak the Language 


of Your Business? 


Do you know the meaning of all the terms used in the shoe and leather trade? Can 
you make a good impression on a customer by calling things by their correct names 


and answering questions in an intelligent manner? 


If you can't—you need the 


“Shoe and Leather Lexicon” 


An authoritative dictionary of the terms used in the shoe and leather trade. The price 


of the Lexicon is 





50 Cents 


(Cash with order) 


Boot and Shoe Recorder Publishing Co. 


207 South St. 





October 27, 1928 





Boston, Mass. 
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For Brainy Merchants and Brawny Men! 


Goodwill Shoes! Uhey always make ———— | 
good —always live up to their name. : 







































Brainy merchants know there’s always 
a sure, steady market for these special 
duty shoes among outdoor sportsmen, 
workmen and boys whose shoes must 
stand the test of work, wear, weather, 
good appearance and big dollar value. 
Staple styles in stock now for immediate 
shipment—priced to retail at $3 to $6 





with ample profit. 





No. 641 


A First Selection Faun 
Elk Moccasin Style 
12-inch Pattern, High 
Cut, Nailed, Two Leather Soles, 
Leather Heel with Knife, priced at 
$3.35—$3.55—$3.75 


In a 9-inch pattern made of Choco- 
late we have No. 741 at........$2.90 


FREE SOUVENIR 


If you use Work Shoes we want your 
name on our mailing list. A worth 
while souvenir in exchange for your 
letter so requesting. Get our latest 
special proposition to dealers not cov- 
ered by our salesmen. 


LOWER PRICES 


Men’s First Selection 
Black E1k Blucher, 
Goodyear Welt, Full 


Leather Undersoles, Uskide Outsole, We have made material price reduc- 
‘ Goodyear Heels, at............ $3.40 f ; Q 
No. 131 same shoe in Chocolate Elk. tions in our line. 


Goodwill Shoe Company 


(Shoemakers for over 25 years) 


Holliston, Mass. 


Goodwill Shoes 
For Hard Se a ‘ 
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Feet 


Function 


Fast . 


with Fiebrich’s Stantest 
Metatarsal Arch Support Shoe 


Shank Supporting 
Insole 


Bridged Insole 
Supporting Arch 





Genuine Built-In Features 


The Fiebrich (Metatarsal) Arch Support Shoe 
supports the foot from heel to ball with our spe- 
cially constructed steel arch. 


Supports ligaments, muscles and bones with formed 
innersole, restoring tripod suspension on the three 
natural bearing points of the foot. 


Carried In Stock 
Tan or Black 
Oxfords AA-E Shoes A-E 
Sizes 6-11 





No. X566—Stantest (Met- 
atarsal) Arch Support Shoe; 
Black Kangaroo Blucher ox- 
ford; metal eyelets; 10-iron 
sole; ‘“‘Wingfoot’’ half-heel 

$6.00 


No. X567 — Same in Tan 
$6 


Kangola oxford........ 00 


No. X350—Same in Black 
Kid Blucher Shoe, kangaroo 
tip; ‘‘Wingfoot’’ half-heel; 
3 hooks $6.00 


/f © 


Stantest 


SHOE 


Fiebrich-Fox-Hilker Shoe Co. 


Makers of Gentlemen’s Shoes 


RACINE, WIS. 


No. X35i--Tan kid Blucher 
Shoe ‘‘Wingfoot’’ half heel, 
3 hooks $6.50 


Parisian! 


Strikingly femi- 
nine, alluring at- 
tractions for this 
season of the 
year— 











FEATHERED 
MULES 


Reg. Trade-Mark 


Golo factories. 


CHANTECLAIR 
Feathered Mules 


have vamps and 


decoretivas of beautifully J 
blended feathers, birds and 


plumes in stunning color effects. 


COMPLETE LINE IN STOCK Now ff 


The GOLO collection of slippers is by far the 
most comprehensive in this country. We have 
everything you need for holiday selling. 


CAMEL’S HAIR LEATHERS FELTS BROCADES 
QUILTED AND PLAIN SATINS 


for Men, Women and Children 
Soft ‘and Hard Soles 


SEE OUR LINE NOW 


GOLO SLIPPER COMPANY 


129 DUANE ST. NEW YORK 
Branch Sales Office: 1634-5 Republic Bldg., Chicago, Ill. 
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Chanteclair 





IPO SO we were” 
We illustrate but two of the many J 
clever ideas in this exclusive 
“CHANTECLAIR” line from 
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AAnd now PLAYFAIR 


New York, 47 W. 54th St. 





New Factories 
New Lines 


New Profits 


. E announceantiew—in stock—line 


of Children’ s Shoes by'Q’Donnell. 
Produced“ in our new factories; with 
new equipment throughout.\ Shoes 
for little folks and juniors whigh have 
a new appeal to your fastidious and 
discriminating trade. 


ae 


Playfair Shoes are made to jsatisfy 
fussy mothers. They are trade builders, 
made to give you talking and advertis- 
ing points. They are stocked in Patent 
Leather, light and dark smoked Elk, 
Brown and White Elk, White Kid. 
They are Goodyear Welts/and a few of 
their unusual featuresare premoulded 
flange counters, no nails, tacks or 
staples. Viscolized oak bend out- 
soles. Waxed linen stitching, combi- 
nation health lasts, trim ankles and 
narrow heels and many other features 
which our salesmenwill explain to you. 


50 Numbers in Stock. Write for in 
stock catalog B and information on 
special freight and-express service. 


ST. PAUL, MINNESOTA 


sizes 2 to 6—$1 


6— 
— “Blucher, sizes § 
2 


% to 12— 
Children’s ae " sizes 
2—$2.75. 


Junior Infants’ Blucher, sizes 
8 


to 


Children. s Straps £ Oxfords, 


8% 


9 


“ 
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O’DONNELL SHOE CO. 


Chicago, 1500 Republic Bldg. 


Junior {nfants’ Straps & Oxfords, 


to 


Infants’ wedge heel, sizes 5 to 8 
$2 


= 


sizes 


to 

































































(O°DONNELL) 
JUNIOR WELTS 


















DIAGRAM | DIAGRAM 2 








LINING 


MOULDED AND 
FLANGED COUNTER 














MOULDED SOLE 
LEATWER COUNTER 
ASSURING NARROW KEEL 

















UPPER 










FLANCE TRIMMED OFF 
WITH SURPLUS UPPER G 
LINING AFTER (SEAMING 


LAA AR | 
Your study of these two diagrams will be well worth 
while. Note in diagram No. 1 the special instruction 
permitting no ridge around the heel seat and avoiding 


Last the use of nails, tacks or staples, making unnecessary 
the use of a sock liner. Note in diagram No, 2 the 
O'Donnell Flanged counter 






WNSOLE CHANNEL 
































| Times FAMOUS $400 SELLERS 





Anna Mation’s Double 


Arch is a spring steel 
shank which gives and 
takes with the weight of 
the body—plus its long 
inside counter which is 
stitched between the 
soles at the front end. 
This braces the inside 
arch—always the weak- 
est point in the human 
foot, and gives the com- 
fort and support of a 
true Double Arch. Being 
built in 3 point combina- 
tion lasts, they are ex- 
cellent fitters. 


DANIELS & TAYLOR, DERRY, N. H. 


Also makers of the Famous Locked Arch $3.00 Retailers 
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The NE-VA-DA Tie 
Stock No. 
1000 Patent Leather 
1001 Black Kid 
1002 Golden Brown Kid 
14/8 Leather Heel 
“Spring Step’’ Top 


$2.65 
1007 Patent Leather 
14/8 Covered Wood Heel 
$2.75 
Carried in C width in 18 pr. cases. In 


less es case lots, add 10c. per pats 


Terms 5%-10, 4%-30 





Anna Mation’s low price 
is made possible by 
volume _ concentration 
on a specialized line of 
shoes—by large purchas- 
anywhere in the industry! Anna Mation is the ing power and close con- 
ao E tacts in the world’s larg- 
product of an organization that knows its business est material market—by 
—a manufacturer who uses every modern means ae me aped of 
J normal factory move- 
ment through the opera- 
tion of an exceedingly 
chandise values that stop competition. These are ¢fficient 18 unit system. 
\nna Mations are sold 
strong statements, but the facts back them up. to you from stock at 
Anna Mation Shoes have given hundreds of mer- prices teat gly 
ume buyer would have ’ 
to pay another manufac- 
iurer for a comparable 
shoe. 


ERE is a shoe that crowds more features and 


quality into a given price than you can find 


and method at his command to produce and mer- 


chants a new conception of the word “value.” 
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BEARFOOT SOLE 


The Bearfoot Sole Co., Inc. 
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SPORT 


The whole family is bent on sport. 
From the Pater Familias to the 
youngest hopeful, each member of 
the family has his outdoor hobby. 


Therefore, Mr. Shoeman, it be- 
hooves you to be prepared for the 
biggest sport season the experts 
advise is just ahead of us. 


BEARFOOT, with its attractive 
design, its real foot comfort and 
full measure of service, is the 1929 


favorite. 


And how do we know? Two rea- 
sons— 


1. Sample orders to date exceed those 
placed over the same period in any 
previous year. 

Regular BEARFOOT customers— 
those that have been using BEAR- 
FOOT sport soles since their appear- 
ance—predict a still greater volume 
for the coming season. 


ty 


Manufacturers! Feature BEAR- 
FOOT in your Spring sport lines. 


Retailers! Ask your manufacturer 
to submit BEARFOOT-soled sam- 


ples for your inspection. 





















178 Lincoln St., Boston, Mass. 
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Waterman Shoe Store, 
Hoboken, New Jersey. 
A Complete 
Kawneer Installation. 












/ 


You still have time to equip your 
store with a Kawneer Store Front 
before the holiday season 





‘A 
MAIL THIS COUPON 


Kawnees 








BRONZE 


STORE FRONTS 


THE KAWNEER COMPANY, 3113 Front Street, Niles, Michigan 
Send your book, '‘Modern Store Fronts For Better Display” to 
Name............ 

Kind of Busi: oe a OE eS 
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SHOE STORE SERVICE SECTION 


Devoted to Display and Merchandising Methods 














Changing 


‘f —" 
oor £Zrims % Wood nes 


Many Times Just Changing the Color of the Drapery or 
Substituting One Fixture for Another Will Make 


additional expenditures. 
at one time, a set of shoe fixtures at another, 
valances and drapes at another—and there’s always 
something to bé added. But don’t forget that the fellow 
passing by sees the entire window as a unit. If there’s 


anything wrong in the pic- 
ture, that throws it all off 
as far as he is concerned— 
impresses him like a soft 
spot on an otherwise good 
tomato. 

Sometimes the fittings in 
a window are of two kinds 
of wood that harmonize like 
two strange bulldogs. The 
colors clash or the different 
grains don’t go well to- 
gether or the designs are 
of different types or pe- 
riods. Either type would 
look well by itself, but to- 
gether they look bad. This 
is something to look out for 
when ordering new equip- 
ment. 

Possibly the window 
back, display fixtures and 
decorations are all in good 
taste and harmonize in 
color and design but the 
store front is dilapidated 
or in need of paint. In this 
case the front should be 
refurnished in some prac- 
tical way if not recon- 
structed. It is well to con- 
sult the store front people 
as to what can be done. 

A common form of win- 
dow discord is that caused 
by some small display fix- 
tures of a cheap variety 
being used in connection 


You order a new back 





All the Difference in the World 


y ie you, your windows represent expenditures and 





——". 





Things to Do in November 


November 1-10 


Plan all your ads ahead to carry you through the 
month. Ordef the necessary drawings and cuts 
now, for you'll have less time later. Don’t crowd 
the ads. Plan them to stick out prominently on 
the newspaper page. 

Have you ordered your Christmas supplies such as 
gift boxes, special wrapping paper, etc.? If not, 
don’t let it go any longer or you may not have 
them in time. 

Show dressings for all types and colors of leather 
in your windows and use cards explaining their 
specific uses. 


November 12-17 


Interest in football is now at its height. Prepare 
a window with the football atmosphere, whether 
or not you sell football shoes. Show shoes that 
spectators should wear to the games and use 
appropriate show cards. If basketball is popular in 
your vicinity you might scheme out another display 
built around that game. 

If you haven’t some special decorations and display 
ecards for Thanksgiving, get the local talent busy 
at once designing these and turning them out. 
They needn’t be elaborate—but the Thanksgiving 
atmosphere should be there. 


November 19-24 


Shoes for dress-up should have the center of the 
stage in your windows now. You can’t have too 
much “class’’ in these displays. 

If your sales people are not yet fully instructed 
regarding the numbers you want to dispose of 
quickly, better go over the line carefully with them. 
If the weather is inclement put in a unit trim of 
dressy overshoes, oversoles, etc. 


November 26-30 


Monday, Tuesday and Wednesday you should have 
clear of office duties except those of the day. Take 
pains to see that the extra clerks know exactly 
where to look for what is wanted. Don’t let the 
people going to work on Friday morning see any- 
thing pertaining to Thanksgiving in your windows. 














with major display fixtures and window back of a much 
higher class. A quite modest outlay here would im- 
prove the general effect 100 per cent. 

Another thing that can put the kibosh on a good 
display is poor lighting. 
shadows. They obscure the good points of the mer- 


Check up on glare and 


chandise and are uninvit- 
ing to the eye. If you 
haven’t a good, even dif- 
fusion of light on the mer- 
chandise, try changing the 
position and spacing of 
your reflectors. If this 
doesn't fix it, try bigger 
lamps or add some reflec- 
tors; or a flood light may 
do the trick. If there is a 
window lighting man in 
your town, consult him. 

Now, the small window 
mats and silk drapery ma- 
terials used to set off your 
units trims — when these 
materials are of bright 
colors, take care that they 
don’t clash with each other, 
with the color of shoes or 
hosiery displayed on or 
near them or with the floral 
decorations. This is a point 
to bear in mind when or- 
dering new materials of 
this nature. 

And after you’ve checked 
all these points on every de- 
tail of window equipment 
and decorations, be careful 
not to spoil it all by over- 
crowding the window with 
merchandise. Let some 
shoe stand out in each dis- 
play and bring new ones 
forward each time you 
change the trim. 
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MAKE Them 


Want to come into 
Your Store - - 


If you have some extra footage outside 
your store that does not support a 
Silent Salesman Show Case, you are 
passing up an excellent opportunity to 
attract the attention of the passerby. 
Because goods well displayed are half 
sold, you can increase your profits and 
encourage people to enter your store 
by displaying attractive items in this 
sidewalk Salesman. Let us send you 





descriptions and prices on our various 
models. 


Silent 


DISPLAY CASES 


DETROIT SHOW CASE CO. 
1670 W. Fort St., Detroit, Mich. 

















OH 
? ; 
; f Christmas Decorations 
That Will Really Attract 
Customers 
Case No. 542 











At Prices That Should 
Really Attract You 


Every conceivable type of 
decoration from the most 
ultra-modern to the most 
ultra-conservative is shown 
in full colors in our new 
Christmas catalog, 


“The Guide to Better 
Window Displays” 


Be sure to get your copy. 


Adler-Jones Decorations 
really do attract attention. 


When in Chicago be sure to visit our 
Showrooms where a complete showing 
is always made 


The Adler-Jones Co. 


645 So. Wells St. 
CHICAGO 
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Customer 


STORE NAME HERE 





Address 





Post Office 


Phone 

















STOCK 
NUMBER 


SIZE 














Miscellaneous 


(APPLIANCE | Followed 
ADJUSTED | By Mail 




















This Customer Record Card Helps to 


Bring ‘Them Back 


CUSTOMER is an asset, 
AF ww not a fixed asset. 
He needs “fixin’,” 


He comes in. He buys. 

Is he coming back? 

You don’t know. 

Why don’t you know? 

“Oh,” you say, “He buys a pair of shoes now and 
and won’t buy any more for months. When he feels 
the need of the next pair it may not be convenient for 
him to come here, or he may be attracted by something 
he sees in a competitor’s window or ad. He hasn’t oc- 
casion to walk into a shoe store frequently, so I can’t 
keep in touch with him.” 

But why can’t you? 

When the mountain wouldn’t come to Mahomet, what 
<iid Mahomet do? Aren’t you as up-to-date as Mahomet? 

The customer walks out with his purchases and you 
don’t hear from him—unless he has a “kick.” Probably 
not then—which is so much the worse for business. 

But does he hear from you? 

Why not? 

The people you buy from keep a record of what you 
buy and when. Although far away from you they follow 
you up systematically by salesman or by mail. Just 
think back a bit and estimate how much of your business 
they could easily have lost through failure to do this. 

Why shouldn’t you keep tabs on customers? 

Why shouldn’t you follow them up? 

Above is shown a suggestion for a form for a cus- 
tomer record card. This card, with columns added or 
«omitted in accordance with your ‘own requirements, will 


By R. G. Perkins 


provide a complete record. It is 
not difficult to get the name and ad- 
dress of the customer. In the first 
place, tell him that at any time he 
is away or cannot conveniently come to the store and 
wishes you to send him some shoes, your records will 
enable you to do this. In the second place, you feel 
that, as a customér of yours, he is entitled to receive 
advance notice by mail when you plan any special at- 
tractions that might interest him. Also, from time to 
time you might mail out calendars or similar items and, 
if so, you might mention that he will be on that list. 
In short, you will be offering something, rather than 
asking for something, and therefore he will feel pleased 
when his name and address are requested for this 
purpose. 

Though we refer to the customer as “he,” what is 
said applies equally well to “she.” 

The card can be of a standard size, convenient for 
notations in handwriting. Across the top the cus- 
tomer’s name, address and phone number (of this latter 
item, more later). Each transaction may take one line 
across. 

On the form suggested here the first column is for 
date and the next three for stock number, size and. width 
of shoes purchased. 

The next column is for purchases other than shoes 
and may be headed “Miscellaneous,” or what you will. 

Then comes one that will be a big help if you are in 
a position to use it. If a customer buys adjustable ap- 
pliances for weak arches, they should be adjusted to 

















Men’s Shirts 











= 





Grand Rapids interchangeable fixtures 
may be moved from department to de>art- 
ment as easily as sectional bookcases 





Interchangeability— 


( CONSTRUCTION 


PATENTED) 


an added advantage of Grand Rapids 


“If we had started using 


be easily removed from 


your Interchangeable store fixtures one department to 


Fixtures five years ago,” 

recently said the superintendent of one 
of the largest department stores in the 
East, “we would have saved a quarter 
of a million dollars in that time.” 


Few merchants realize what a tremen- 
dous waste there is in tearing out 
solid “built-in” fixtures and putting in 
new ones every time the varying 
whims of fashion, the necessity of 
moving, or increased business force 
a change in the interior arrangement 
of their stores. 


This waste is not necessary, for with 
the Grand Rapids Interchangeable Unit 
System (Patented) the expense of mak- 
ing changes is practically eliminated. 
When changes are needed, the units can 


another, or an entire 
department transferred from one floor 
to another as simply as moving sec- 
tional bookcases. 


This system makes it possible for a 
merchant to add to his equipment 
just as his business requires, without 
costly alterations or the discarding of 
fixtures. Merchants can borrow more 
money onsuch fixtures, too, forthe resale 
value is always higher. Ask your banker. 


Regardless of how large or how small 
your store, or where it is located, the 
matter of interchangeability and flexi- 
bility in store equipment should be a 
vital factor in planning its arrange- 
ment or rearrangement. Write us forin- 
formation and literature. No obligation. 
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Lingerie 























GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Formerly: The Grand Rapids Show Case Company « Welch-Wilmarth Corporation 








Factories : GRAND RAPIDS STORE EQUIPMENT CORPORATION, Grand Rapids, Michigan Executive Offices: 
Grand Rapids Gentlemen: Please send literature and information Grand Rapids, Mich. 
Portland, Ore. regarding your Interchangeable Store Equipment. Branch offices and 

Baltimore Se eee representatives 
New York City City Pee in every territory 














STORE PLANNERS, DESIGNERS 


AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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higher elevation as improvement warrants. It is well 
to remind the customer of this, as he is likely to forget 
the matter after his discomfort is relieved. This also 
brings him in at intervals between shoe purchases, helps 
the sale of miscellaneous items and so impresses the 
customer with the thoroughness of the service ren- 
dered that he could not easily be drawn into a rival 
shoe store. 

Now for the follow-up. Note the last three columns 
on the right. 

“Followed by mail” gives you a record of all follow- 
ups by mail. The first of these should be the one pre- 
viously referred to, inquiring as to the customer’s sat- 
isfaction with the 
purchase. This 
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this might be done by using a different color of card 
for each group or by filing each group apart from the 
others, so that when you want to send out a mailing 
pertinent to shoes at $3.45, you won’t send that par- 
ticular piece to buyers of $12.50 shoes, and vice versa. 
Now, the thing is to know who is to be followed up 
today, without having to look at all the cards sepa- 
rately. About the best way to handle this is to attach 
to the top of each card a little tab, known as a “signal.” 
These tabs can be had in a number of colors. You 
might use one color for each month. Say, for instance. 
the November color is pink. In November you would 
refer only to the cards with pink signals or tabs, passing 
over all the rest. For 

November first you 








should be sent about 
a week after date 
of purchase. There 
should also be a re- 
minder later for 
those who have not 
made a purchase in 
five months and an- 
other for those who 
have not come in for 
eight months. 

Or these intervals 
may be changed to 
what may seem 
more expedient in 
your own case, the 
main point being to 
let them know you’re 
still doing business 
at the old stand and 
to find out if they 
have any grievance. 
In addition to these 
there should be a 
mailing folder or a 
form letter with en- 
closure when new 
styles are being in- 
troduced for Easter, 
Spring, Summer, 
Fall, Christmas, etc. 
Each of these should 
be given a number. 
The date and num- 
ber should be set 
down in the “Fol- 
lowed by mail” 
column. 


at this store. 


there. 
right. 


sponsibility is ours. 


to you. 








Letter to Customer one week after 
Shoe Purchase 


This is to thank you for your recent purchase 


Our interest in your complete satisfaction did 
not end with that purchase. 
Should there be anything about the shoes 
that isn’t just right, we will be glad to make it 
Please remember that whenever you buy 
anything here on our recommendation the re- 


Should you happen to be away when you want 
your next pair of shoes, we have your size re- 
corded and can forward them to you by mail. 
Or, if you are in the city and find it inconvenient 
to come to the store, just telephone us and a sales- 
man will come to you with a selection of shoes 
of whatever type you may designate. 


From time ta time we will be pleased to let 
you have advance information by mail regarding 
items or events that we think may be of interest 


Should you at any time have cause for even the 
slightest dissatisfaction with the service of this 
store or of its merchandise, we will deem it a 
favor if you will kindly let us know. 


Sincerely yours, 


simply mark the fig- 
ure 1 on a pink tab 
To further facili- 
tate finding, on the 
November second 
follow-ups the sig- 
nals will be farther 
to the right, and so 
on, winding up with 
the 30th in the right- 
hand corner. So it 
takes but a moment 
each morning to pick 
out the follow-ups 
for the day. It also 
is a quick and easy 
matter to put in the 
proper notation in 
the “next” column 
and tab the card ac- 
cordingly. 

Another method 
that some may pre 
fer is to draw off 
the follow-up nota- 
tions on to small 
separate slips and 
file these separatel) 
by days in a smal) 
box. Then, should 
a rush of business 
prevent some of the 
follow-ups sched- 
uled for November 
first, these slips can 
be lifted into the 
November second 
space. But don’t 


It merely began 











The “By phone” 
column is one that 
you should have use for. The salesman in talking to 
the customer can easily learn that certain elements of 
style, quality or price will appeal to him. Three or four 
times a year the salesman can call him up and tell him 
of some item that may be of interest. (Some stores 
have succeeded well in soliciting new customers over 
the telephone, advising them of sales or other events.) 

“Next”—that is what it all leads up to. The data 
that the card gives on the nature and dates of former 
follow-ups will help determine what to do next. 

Each time a customer is followed up in any manner 
an entry, or perhaps several, should be made in the 
“Next” column. | 

The logical way to file these cards is alphabetically 
by name. Where there might be some particular ad- 
vantage in classifying them according to price groups, 


encourage much of 
this lifting over 
Remember, procrastination is the thief of time—and 
business. 

Remember that every shoe store and department in 
town is trying hard to pull customers away from you. 

Now, these competitors (some of them, at any rate) 
have attractive store fronts in good locations. They 
have the same opportunities as you to buy newspaper 
space, billboards, novelties, souvenirs and all forms of 
publicity. 

But in the matter of going after the next sale to your 
customers, you can have this advantage: You can know 
what each customer bought, and when. You can ascer- 
tain about what he or she will be interested in next 
time. You can see how this information can best be 
used in making a direct personal appeal for direct busi- 
ness and steady patronage. 
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The Latest 


Manolis orT” BOW 


The “IT” bow is made with Cordovan ribbon, stands 
very firm and has a very attractive appearance. The 
“IT” bow is made in solid ribbon, also with a crystal 


center. 
Colors: Sapphire, Topaz or White. Price for either 
styles $9.00 dozen pairs. 


We are manufacturers and originators of a large 
number of designs of shoe buckles, prices are arranged 
from $6.00 dozen pairs to $24.00 dozen pairs: 
Vamp ornaments, $2.50 dozen pairs to $9.00 dozen 
pairs. 

Cut Steel Buckles, $8.00 dozen pairs to $17.00 single 
pair. 

Pressed Steel Buckles, $5.40 dozen pairs. 

Metal Buckles, $3.60 dozen pairs to $4.00 dozen pairs. 


Fillers and Attachments charged extra 
from the price quoted on buckles. 


Don’t Lose Sales 
Order Your 


SPATS 


NOW 


. Styles, prices and 
qualities as follows: 


. 110-Felt. Pearl Grey, Taupe & Fawr ‘$11.50 doz. prs. 
. 113—Felt, earl Grey only, with four hole buttons $13.50 dez. prs. 
112—Cloth, Krown, Grey, Fawn & Pearl Grey $15.00 dez. prs. 


» 114—Cloth, Pearl Grey & Fawn, leather trimmed throughout, four flat 
hand sewed buttons of genuine horn $21.00 dez. prs. 


jo. 114-1—Imported Cloth, with genuine calf top facing, stitched and turned 
in color, Fawn only, $21.00. dez. prs. 


Ne. 117—Cloth. Pearl Grey & Fawn with four flat buttons $16.50 dez. prs. 


Ne. 115—42 ounce box cloth, London Grey & Fawn, 17 trimmed all way 
through, and leather top, four hole horn buttons $30. oz. prs. 


Our 1epage are packed in individual 
boxes in all quatities. 


Manolis Manufacturing Co. 
4248 No. Crawford Ave. 
Chicago, Illinois 
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‘MARK 
THE 


STORE” 


Campaign for 
business with 
comfortable 
seating. 


ing Chairs have outstanding distinction. 


Let your customers associate your store 


with comfort in being fitted—and their 
goodwill becomes your permanent asset. 


Write for Catalog 


The A. H. ANDREWS CO. 


107 South Wabash Avenue, Chicago 


NEW YORK PORTLAND SEATTLE 
105 West 40th St. 475 Hoyt St. 617 Western Ave, 


VANITY 


BOWS and LEATHER ORNAMENTS 


dl 


The leather ornament illustrated above 
is made in various leather combina- 
tions for a_ step-in one-inch gore 
pump. The exceptional quality of 
Vanity ornaments is making our work- 
shop the busiest of all. 


For original ideas in leather bows, try 


Vanity: Novelty Works 
1261 Atlantic Avenue Brooklyn, N. Y. 


“Ask your manufacturer for Vanity Creations” 


Stores fitted with Andrews’ Interlock- 














PPA Spies te 00 be 





As you can tell an officer’s 
rank by the number of his 
stripes, so you can at once 
recognize the highest rank 
of footwear by the presence 
of Fast Color Visible Eyelets, 
identified bya pair of tiny em- 
bossed diamonds. Known as 
the mark of quality on eye- 
lets to all shoe retailers and 
manufacturers. 


UNITED FAstT COLOR EYELET COMPANY 
BOSTON, MASSACHUSETTS 


Visible 

















HE representatives of the allied nations delivered the 














peace treaty to the German delegates at Versailles on 
May 7, 1919. After vigorously protesting against the terms 
of the treaty the German delegates returned home without 
signing it. The new German parliament however approved 
the treaty and sent other delegates back who were willing 
to sign it. On June 28, 1919, the treaty was signed in the 

THE stylish patent , ie ; 
pump with its uncomfort- Hall of Mirrors of the Palace at Versailles in the apartment 


able, elongated vamp of four in which the German Empire was proclaimed in 1871. 
inches was one of the out- 


standing models of 1919. 
Comfort and fit are no longer 
sacrificed for style. Modern 
manufacturers give their 


shoes toe-style, toe-service and 
toe-comfort by using (elastic 
—The Quality Box Toe. THE QUALITY BOX TOE 


United Shoe Machinery Corporati 


BOSTON, MASSACHUSETTS 
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News of the Shoe Travelers 


Edited by HELEN M. HANEY 











Slippers Are Year-Round Sellers 


By Henry E. Hagen, of Boston, former retail shoe 
merchant, now salesman for The Robertson Shoe Co.. 
Minneapolis. 


The retail shoe merchant should sell more items of 
merchandise, or accessories, if he would make money. 


House slippers, in a wide variety of styles, are profit- 
able street and dress shoe accessories. 


Right now, every shoe store in the country can ma- 
terially add to its margin of net profits through the 
sale of comfort footwear for the home. 


The best method of selling house slippers is to dis- 
play them prominently, with buckles, and a few other 
attractive accessories, in well-lighted shoe store win- 
dows and in artistically arranged inside display cases. 








K TOE 


ratil 


After the merchant has made a fine gisplay of slip- 
pers from now to the Christmas season, he should not 
put them into the refrigerator until next November. 
The best merchandisers have found that house slippers 
are all-the-year-round sellers. 


It pays to keep house slippers “Up Front” all the 


time. 











py Aiser ELWELL, Region, one of 
the Regional Governors of the 
N. S. T. A., and who represents the 
James A. Banister Co., in Chicago 
territory, has been appointed chairman 
of the entertainment committee of the 
Chicago Shoe Travelers’ Association, 
succeeding Harry Strandhagen, who 
now represents the Solitaire & Fur- 
moto Co., with headquarters in New 
York City. 


W. SHAW, sales manager for 
¢ Brophy Bros. Shoe Co., is travel- 
ing among big cities with new samples 
of Littleway shoes. Brophy Bros. 
Shoe Co. is now located at 266 Broad 
St., Lynn, having moved from Boston. 
It has fitted up with a new model 
equipment of machinery. It aims to 
make smart styles for the big city 
trade. 


(5 Bonce DYCHE, who represents 
the Julian & Kokenge Co. on the 
Pacific Coast, returned to San Fran- 
cisco recently, after a trip to the Cin- 
cinnati factory. 





AM CODDON, who represents Ban- 

croft-Walker Co. and Shaft-Pierce 
Shoe Co. on the Pacific Coast, reports 
mg’ - finds business decidedly better 
or fall. 





ID RULE, who represents the John 

J. Lattemann Shoe Mfg. Co. on the 
Pacific Coast, recently returned to his 
California headquarters at 570 Arroyo 
Drive, Pasadena, after a visit to the 
Brooklyn factory. Mr. Rule reports 
that Lattemann has reorganized its 
nlant to meet the present day demand, 
and is now making hand-turned shoes, 
instead of machine turned, as formerly. 





A trade trio, snapped just out- 
side the retail shoe store of 
Lamers Bros., Milwaukee, dis- 
tributors of good shoes to the 
public for half a century. George 
Phillips, Milwaukee, representa- 
tive for Daniels & Taylor, Derry, 
N. H., at the left; Ben Lamers 
in the center; Frank Larkin, 
vice-president of the N. S. T. A., 
Wisconsin representative and 
secretary of the Freeman Shoe 
Mfg. Co., at the right. 





W. WILLIAMSON of Columbus, 

* who covers Michigan for the 
Churchill & Alden Company of Brock- 
ton, Mass., is now in his territory with 
his line of samples for the spring sea- 
son. 





D'& ABBES, who formerly repre- 
sented H. T. Dougherty, Inc., now 
represents Laird, Schober & Co., in Cal- 
ifornia, Oregon, Washington, New Mex- 
ico, Arizona, Montana and Utah. He 
will make his headquarters at room 422, 
Pacific Building. Mr. Abbes and his 
family will make their home in San 
Francisco. 





OM REED O’BRIEN, who travels 

Arkansas, Southeastern Missouri 
and Wisconsin for the Rice-O’Neill Shoe 
Co., St. Louis, is now on the road again 
visiting his trade. He was confined to 
a hospital for a while with appendicitis, 
but has now entirely recovered. 
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This shoe has a snug fitting waist and instep that holds 
the foot firmly, overcoming any tendencies to crowd 
towards the front. 


There is something about “KAY” that makes it readily 
acceptable to the woman looking for a shoe of the 
closed front high riding type. 


This applies particularly to style No. 1712, the brown 
kid. Cut from autumn brown kid of a lively tone, 


underlaid with mode beige calf, the color contrast is 
beautiful and the shoe sells at sight. 


The fitting qualities are all that could be asked for. It 
is built over our 357 last, with a medium toe, medium 
length forepart, and combination measurements. The 
last has a well developed shank and the fit thru the 
arch is wonderful. 


The shoe fits perfectly on extremely difficult as well as 
normal feet. 


“KAY” IS STOCKED IN 


STYLE B-1712—Autumn brown kid, five eyelet blucher oxford. Cut-outs under- 
laid with mode beige calf. Kid covered 14/8 heel. Goodyear 


welt. Price $6.65. 


STYLE B-1713—Black glazed kid, five eyelet blucher oxford. Cut-outs under- 
laid with pin seal calf. Kid covered 14/8 heel. Goodyear welt. 


Price $6.00. 


Widths AAAAAA/AAAA to E/EEE 
Sizes 2% to 11 
Width A to E—-size 1 up 








=~ 


37 Canal St., Rochester, N. Y. 
Chicago Office: 189 W. Madison St. J 
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ILL THOMAS 

represents the 
Footwear Guilid, 
Inc., in New Eng- 
land. Mr. Thomas 
is probably best 
known to his host 
of friends through- 
out New England 
through his for- 
mer ___ associations 
as New England 
representative for 
the Florsheim 
Shoe Co. Bill re- 
ports an excellent 
response from high-grade retail shoe 
merchants in his territory. He says 
that independent dealers are not 
only much interested in the new 
samples shown, but in the samples of 
publicity material, such as newspaper 
advertising, style booklets, show cards, 
and other merchandising helps. 


RANK TOVELLE, the father of 

Roy Tovelle, who sells the lines of 
the Neenah Shoe Co. and Schieffele 
Shoe Mfg. Co., on the Pacific Coast, 
died at the family home in Sacramento, 
recently, following a long illness. Mr. 
Tovelle was 73 years of age. He was 
born in Maryland, and was in the real 
estate business for 25 years. 


HE Nunn-Bush Shoe Co.’s, San 

Francisco branch of the Nunn-Bush 
& Weldon Company of Milwaukee will 
soon have a salesforce calling on the 
trade of the Pacific Coast soliciting 
orders from its local in-stock branch 
at 111 New Montgomery St., San 
Francisco. 


Amo BAMBERGER, who rep- 
resents the Footwear Guild, Inc., 
writes of the interesting group meet- 
ing held on Oct. 15 and 16 at the Hotel 
Adelphia, Philadelphia. He says: 
“Such enthusiasm—place of meeting 
packed. Retail shoe merchants all 
most interested.” Shortly afterward, 
at Pittsburgh, another group meeting 
of three days was held. Mr. Bam- 
berger also says that he recently re- 
turned from a most successful 14 days’ 
trip to New York and Pennsylvania. 


ACK CLARK, 
officially 
known as John 
C. Clark, presi- 
dent of the Iowa 
Shoe Travelers’ 
Association, has 
recently been ap- 
pointed to carry 
the Enna Jettick 
line in Nebraska, 
South Dakota, 
and Wyoming, 
where he is well 
known, and 
where he looks 
for a good business. H. W. Klos, for 
a number of years with Ault-William- 
son Co., in Northern Wisconsin and 
Northern Michigan, will cover the same 
territory for Dunn & McCarthy. Jack 
C. Hersome, formerly with C. B. Slater, 
will cover Louisiana, and Arkansas. 
R. A. Gilbert will cover Southern 
Texas, the territory which he has 
covered for the past five years for 
Murphy, Gorham & Waterhouse. As 
Mr. Gilbert formerly operated a retail 
shoe store in Texas before going on 





Bill Thomas 

















John C. Clark 
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the road, he is confident that he will 
build a big business on the Enna Jet- 
tick line. These four new salesmen of 
the Dunn & McCarthy Co. bring the 
total number on the sales staff of this 
house to 48. 





Introducing more color is driving the 
red from some _ businesses.—Forbes 
Magazine (N. Y.) 





ALESMEN of the Endicott-Johnson 

Corporation, from the New York 
York and St. Louis branch sales de- 
partments, visited Endicott, N. Y., 
Oct. 15 for an inspection of the E-J 
spring line of footwear. 





O take care of the rapidly growing 

business on the Pacific Coast, a new 
branch stock department of Robinson- 
Bynon Shoe Co., Auburn, N. Y., has 
been opened at Portland, Ore., in 
charge of Harry O. Rice, who repre- 
sents this concern in Oregon and Wash- 
ington. The stock department at Los 
Angeles, 218 East Eighth Street with 
Merton E. Briggs in charge, will be 
continued. 





YRON WOLF of the Sam B. 

Sons Co., will soon take a trip 
to the Pacific Coast to visit with his 
western representative. Mr. Wolf will 
cover the big city trade and will also 
meet the salesmen of his house in their 
respective territories. 





Nebraska Joins 
N.S.T.A. 


About fifty of the representa- 
tive shoe salesmen of Nebraska 
recently met in Omaha for the 
purpose of discussing the many 
problems now confronting the 
shoe and leather industry and 
particularly those affecting the 
traveling shoe salesmen. Joseph 
Kalisky, a former president of 
the Chicago Shoe Travelers Asso- 
ciation, who happened to be in 
that city at the time, was called 
in to the conference. Mr. Ka- 
lisky is one of the most enthu- 
siastic members of the N.S. T. A., 
and having participated in sev- 
eral of the national conventions, 
was well equipped through expe- 
rience to explain the aims and 
works of the national institution. 

Apparently arrangements had 
been made for a most enthusias- 
tic meeting, for when affiliation 
with the National was suggested 
a unanimous vote was recorded 
that an N. S. T. A. local be 
formed. Membership cards were 
signed, officers were elected, and 
a membership committee ap- 
pointed to enroll every salesman 
traveling that territory. The fol- 
lowing is the list of officers. The 
incorporated name of the new as- 
sociation is The Nebraska Shoe 
Travelers Association. Officers: 
President, Herman  B. Kohl; 
vice-president. Walter E. Wom- 
bles; secretary-treasurer, A. L. 
Isham; directors: E. B. Gesman, 
Warren L. Johnson, E. C. Morgan. 
Omaha headquarters are at 434 
Paxton Block. 
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W. LAMB, 

*known among 
his extensive 
acquaintances of 
shoe buyers in 
Illinois, Michigan, 
and Ohio, as “Old 
Man Lamb,” re- 
ports “one of the 
best years yet.” 
Mr. Lamb sells the 
“popular - priced” 
men’s shoe line of 
the Bridgewater 
Workers Coopera- 
tive Association in 
Illinois, Michigan, and Ohio. Mr. Lamb 
is one of the live-wires among the 
manufacturers’ representatives of the 
country. His house has been so busy 
on orders that it has been working at 
capacity, and for several hours into the 
evening to catch up on delivery dates. 





Oo. W. Lamb 





J. KALTENBRUN, who covers In- 

e diana and Ohio for the Charles 
A. Eaton Co., and who also operates a 
retail shoe store in Columbus under the 
name of the Crawford Bootery, recent- 
ly returned with his family from a 
three weeks’ vacation trip in Michigan, 
Wisconsin and other States. He spent 
the time touring and traveled about 
1700 miles; he then attended the sales 
and style conference of the Charles A. 
Eaton Company held in Columbus and 
is now in his territory.—(UTPS.) 





HOMAS McCUBBIN, for 20 years 

affiliated with the W. B. Hannah 
Shoe Co. of New York and Newbury- 
port, Mass., as buyer and sales man- 
ager, and during the past few years as 
vice-president, has recently joined the 
sales force of the Ryan-Rogers Shoe Co. 
of Salem. Mr. McCubbin will be in 
charge of the styling and sales of this 
line. He is now covering a territory 
of which he, personally, has charge, 
namely, that east of Pittsburgh. 


W G. (BILL) 
¢e KROPP, 
who covers East- 
ern Montana, 
Wyoming, Colo- 
rado, Utah, Ariz- 
ona, New Mexico 
and El Paso, Tex., 
with Constant 
Comfort Shoes for 
the Ault-William- 
son Shoe Company 
of Auburn, Me., 
and St. Louis, Mo., 
is getting a nice 
increase in busi- 
ness over last season. Almost all of 
his old accounts are increasing their 
business over 1927 and will share in 
the Profit-Sharing Plan which A-W 
started last season. Each week he is 
adding new accounts to his list of cus- 
tomers. Mr. Kropp has followed the 
retail shoe business in the Northwest 
for fifteen years. Before that, he 
worked in a general store, in the days, 
as he expresses it, when stores opened 
at sunrise, and stayed open until every- 
one on the street who had a nickel to 
spend had gone home. Mr. Kropp 
spends his spare time back in the hills 
fishing or hunting. He says he doesn’t 
need any real vacations, as all the best 
places to go are right in his territory. 








Ww. C. Kropp 
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*“A man is judged by the 
company he keeps”— 


has a brand ne 


October 27. 1924 


ote: — 


"A line is judged by the variety it contains 


You've probably noticed . . . that a line which contains a number of styles—a neat variation 
in heel height, color and last—pleases more of your customers. It’s perfectly natural! A wide 
variety means a wide choice, and a better chance of pleasing the customer quickly as well as 


permanently. 


Here’s the conclusion that most first-class shoe stores have come to: They concentrate 
sales effort on a single smart line with a wide range of styles—a swift-moving line that 
their customers know. In the field of women’s overshoes, thousands of Gaytees dealers have 
found this conclusion a happy one. 


There’s new variety 
in the new Gaytees! 


1. New lasts that fit the new Winter 
shoes! New heels—four different heel 
heights to insure trim fit and smart lines 
for every shoe you sell! 


2. New colors! (Rosy browns, tans and 
grays.) New fabrics! (Wools, tweeds, 
rayon-and-wool mixtures.) A harmoniz- 
ing choice for every feminine costume. 


3. Lines are smart; styles attractive—and 
every model is light in weight. 


4. Gaytees’ wholesale distributing outlets, 
scattered the country over, offer a faster 
manufacturer-to-dealer service than any 
other overshoe. 


5. Gaytees are nationally advertised, 
nationally known —and the fastest grow- 
ing name in rubber footwear! 





“GOTHAM” and “INWOOD” 


Two versions of the low-cuff style Gaytees— 
with the new cross-strap that adjusts to snug- 
ness over the slimmest ankle. “Inwood,” on 
the right, is of brown or gunmetal rayon-and- 
worsted. “Gotham,” on the left, is of brown 
ofr gray jersey. 





Gayte CS — the Tailored Overshoes 


Reg. U. S. Pat. Off. 


United States 





MADE ONLY BY 





@)) Rubber Company 


Trede Mack 
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Using VfAeather Maps to 


ell ‘Rubbers 


Rex James of Detroit Buys for Maximum Stock When Storms Arrive— 
Salesmanship Important, Says Jack Bayne 


EX JAMES, retail shoe merchant of Detroit, says 

that I had better not tell what turnover he actu- 

ally makes on his rubber stock. “Why should I 
be called a liar by half of the shoe merchants in the 
United States?” he asks. “Few would believe it, so just 
say we get a much better rubber stock turn than the 
average.” However, to state the case simply: Three 
Bostonian men’s shops in downtown Detroit controlled 
by Mr. James do “a corking good” rubber business. 
This is done on a comparatively small stock, as 400 
carefully bought pairs is considered about the right 
base, after the first snowstorm. Rubbers are bought 
by reason of advance weather information and sold 
through good salesmanship. “Rex” James will throw 
considerable intelligent light on the first part of this 
statement, and Jack Bayne, who manages the shoe 
department in the Schmitz & Shroder, Inc. men’s cloth- 
ing store of Detroit, will also tell herewith his methods. 
Said Mr. James: : 


“7s is safe to assume that weather influences 75 per 
cent of rubber footwear sales. Most stores base 
their rubber-wear buying on last year’s sales, plus a 
guess on the weather. We formerly operated on that 
method, with the result that our carry-overs ate up 
what profit we made in mild winters, and the severe 
winters found us short of stock and losing business. 
Our rubber business was looked upon as a necessary 
accommodation to the trade, but not as a profitable in- 
vestment. A dozen years ago, a study of the Old 
Farmer’s Almanac led me to experiment with the 
advanced weather ‘dope’ 
therein. This worked out 
better than the old guess- 
work game of ‘buying enough 
to last all season’ method. 
Then came the war. Decided 
interest in aviation at that 
time, which has since con- 
tinued, naturally caused a 
serious study to be made of 
government weather charts. 
This information was so 
accurate that it was only 
logical to adopt it as a guide 
in ‘doping out’ advance rub- 
ber orders. Through this 
means, we are not able to de- 
termine that precisely on 








A distinctive style for the well-dressed man is 
this new, “quick-on-and-off” gaiter—maker’s 
name on request 


Jan. 11, 1929, a wet snowstorm will visit Detroit, but 
facts furnished by the U. S. Weather Bureau may state 
that a storm is due at about that time. It may be a 
week earlier or a week later. This information, how- 
ever, is sufficiently accurate to enable us to plan heavy 
shipments of rubber at about the predicted storm time. 
It is interesting to note that government weather bureau 
prognostications are right 80 per cent of the time. 
What other information can come so near sizing up the 
situation as that? Last year, the exact number of 
major storms were forecast six months in advance. 
Timely warning is given as to the exact time a storm 
will hit a certain spot. This information is free to 
anyone, so it is a real mystery why more shoe mer- 
chants do not avail themselves of this service. 


‘6 O matter how scientifically, or how carefully, 

rubber-wéar may be bought, it must be sold,” 
says Jack Bayne. “Shoe departments in clothing stores 
are not, as a rule, picked out to be likely places in which 
to see any real action in the sale of rubber footwear. An 
aggressive policy of starting to sell rubbers in Septem- 
ber and continuing through the winter months, should 
net a department a 10 per cent to 15 per cent increase 
in sales, to say nothing of the satisfaction customers 
will receive. Say you sell a pair of shoes at $8.50, and 
keep the $10 bill in the house by selling a pair of 
$1.50 rubbers, there is a 17 per cent increase right 
there. And the percentage is even greater in selling 
rubbers with boys’ shoes. Arctics give an even bigger 
boost. A method and a sales talk might not be amiss 
here. First, have a sizing of 
rubbers handy. After the 
shoe sale, slip the right size 
of rubber on the shoe and 
hand it to the man, saying, 
‘Now is the time to buy rub- 
bers, Sir.’ Have them on 
hand ready for the first spell 
of bad weather. Some cus- 
tomers will argue that they 
have a pair in the house with 
which to start the season. The 
salesman’s reply is—‘Is it not 
a good plan to have a pair of 
properly fitted rubbers at the 
office, as well as a pair at 
home? How many times on 
leaving your house in the 


[TURN TO PAGE 98, PLEASE] 
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in Exclusive Patterns, 
Unmatched Comfort and 
Unequaled Workmanship 


These and Twenty-four 
Other Styles 
In Stock for Fall and 
Winter 
Write for Catalog and 


Agency Proposition 
GOLDEN RULE LAST 
B-828—Brown Suede with Brown Lizard Calf Trim to 
match 75 
B-829—Black Suede with Black Grain Calf Trim. .$6.75 
B-836—Black Kid with Black Pin Seal Trim... .$6.50 
B-838—Java Brown Kid with Brown Lizard Calf Trim 
00 


to match d 
B-839—Patent Leather with Black Pin Seal trim..$6.50 
14/8 Covered Cuban Heel. 


SUFFICE LAST 
B-826—Java Brown Kid with Button Strap of Chest- 
nut Lizard Calf $6.60 
B-830—All-over Patent Leather g 
B-833—Black Satin with Black Suede Strap 
B-834—-Black Kid with Black Pin Seal Strap.... 
14/8 Covered Cuban Heel. 


SIZES AND WIDTHS 


GOLDEN RULE LAST 


B- ma 
WRITE FOR ARCH-AID Baby a. Amp es 
IN-STOCK CATALOG 14/8 Covered Cuban Efe 


THE ARCH-AID SHOE COMPANY 


Rochester, New York 
BRANCH OFFICES 
New York City, 846 Marbridge Bidg. Detroit, Detroit-Leland Hotel Cleveland, 1599 Union Trust Bldg. 
. W. Meylan Cc. G. Sellers A. F. Jenks 
Plaza Hotel, San Francisco Chicas, Majestic Hotel Northampton, Mass., Draper Hotel 
H. 8. Kushins . 3b. Elliott La Montagne 
Los Angeles, ii! c. om Street Pittsburgh, Henry Hotel 
Cc. E. Van DeGrift W. A. Barney 
ORDER DIRECT FROM FACTORY 
MENIHAN ARCH-AID SHOES for MEN 


are manufactured and sold by 
M. A. Packard Company, Brockton, Mass. 


Trrrrrrrrere errr ers. 
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Nearly Half of Detroit’s Footwear 
Sold Through Department Stores 


Hudson and Fyfe Leaders 


in Respective Classes, 
Survey Shows 


DETROIT, MicH. (UTPS).—A city- 
wide survey of footwear sales re- 
cently concluded by the Detroit Free 
Press in which nearly 5000 sub- 
scribers to that newspaper filled in 
questionnaires asking, among other 
things, where the families purchase 
their shoes, is creating much com- 
ment in local shoe retailing circles, 
and is here presented for the first 
time in print. 

Several interesting and significant 
facts relative to the buying habits of 
the city’s population were brought out 
in the survey. For example, the fig- 
ures indicate that there is a most de- 
cided trend away from the neighbor- 
hood stores and toward the downtown 
department stores, ready-to-wear stores 
and shoe shops. Ninety-six per cent of 
all the shoes purchased by these repre- 
sentative families located in all sections 
of the city are sold by downtown 
stores, as compared with 3.2 per cent 
in the neighborhood stores and one-half 
of 1 per cent out of town. The neigh- 
borhood figure does not include the 
shoes purchased from neighborhood 
branches of downtown shops. 

The small percentage of out-of- 
town purchases is likewise signifi- 
cant, since it includes the shoes 
purchased on visits and business 
trips to other cities and trips 
abroad and likewise purchases from 
the mail order houses. The size of 
the percentage in this case proves 
conclusively that mail order com- 
petition in the city is negligible. 


Splitting up the downtown business, 
as shown by the newspaper’s figures, 
we find that 49.2 per cent of the foot- 
wear that emanates from the down- 
town shopping district is sold by the 
department stores. Thirty-eight and 
six-tenths per cent of the business is 
done by the exclusive shoe stores and 
the remaining 12.2 per cent by the 
ready-to-wear shops’ footwear depart- 
ments. The latter figure includes both 
men’s and women’s. ready-to-wear 
stores. 

The J. L. Hudson Company is cred- 
ited with doing 67 per cent of the total 
department store business, with Crow- 








They Want to Know 


Merchants ask us where to buy 
shoes and other store merchan- 
dise. In this space we list the 
following typical inquiries: 


H-1425 Wants snappy novelties in 
pattern variations to retail 


at 96. 

H-1426 Wants women’s novelties to 
retail $2.98. 

H-1427 Wants men’s spats at popu- 

lar prices. 

H-1428 Wants women’s novelties to 

retail $4 and $5 

Wants men’s in stock shoes 

to retail $5 and $6. Also 

women’s in stock sport shoes 

with leather or rubber soles, 

retailing up to $6. 

H-1430 Wants men’s house slippers 
and work shoes. 

H-1431 Wants men’s medium grade 
house slippers. 

H-1432 Wants ammunition shoes, 
having no metal parts. 

H-1433 Wants spotlights and metal 
window fixtures. 


H-1429 


Interested parties may have 
names on request to Information 
Department, Boot and Shoe Re- 
corder, Chamber of Commerce 
— 80 Federal Street, Boston, 

ass. 











ley, Milner & Company 20 per cent, the 
Ernst Kern Company 9 per cent and 
Frank & Sedar 4 per cent. In the ex- 
clusive shoe store classification, R. H. 
Fyfe & Company are the leaders, re- 
ceiving credit for 48 per cent of the 
total done by the shops. Fyfe’s, inci- 
dentally, are the largest exclusive shoe 
store in the world. 

A. E. Burns & Company stand second 
in the shops division, with 20 per cent 
of the total, while Alfred J. Ruby, Inc., 
receives 9 per cent, The Walkover 
Shops get 5 per cent, McBride’s Shop 4 
per cent, Hanan & Son and the Canti- 
lever Shop 2 per cent each. Other 
shops listed are, in order, Dr. Reed’s 
Cushion Shoe Shop, Regal Shoe Com- 
pany, Lubin’s, Berke’s Boot Shop and 
May’s. 

Of the ready-to-wear stores, Russek’s 
heads the list with 25 per cent of the 
total. (This is the I. Miller Salon.) 
S. L. Bird & Sons rank second with 15 
per cent and Kline’s are given 13 per 
cent. The Bedell Company and Lane 
Bryant follow with 9 per cent each. 
Heyn’s have 7 per cent and the Pari- 
sian Shop 6 per cent. Others listed are 
Etlinger’s, Himelhoch’s, the B. Siegel 
Company and the D. J. Healy Shops. 


| Suede Shoes Strong 


in Columbus Stores 


CoLuMBUs, OHIO (UTPS) — Suedes 
are coming very strong in Columbus, 
according to a survey of a large num- 
ber of the downtown shoe stores and 
the woman’s shoe departments in the 
department stores. The definite ten- 
dency is now toward suedes, and all 
stores are featuring that material. 
There are many calls for both brown 
and black suedes, and in fact some of 
the stores have their suede stocks bad- 
ly broken as a result of the steady 
business. Browns are now at the height 
of their popularity, although blacks are 
good. There are also some green and 
blue suedes selling. 

Blue kids still have a fairly good 
run at most of the stores, although 
they are not selling as rapidly as was 
the case several weeks ago. The fav- 
orite color is midnight blue. Reptiles 
are also selling to a certain extent 
with genuine alligator in the lead. Pat- 
ents as is usually the case are holding 
their own and this leather is expected 
to become more popular later in the 
fall season. 


New Cleveland Store 


CLEVELAND, OHIO (UTPS) — The 
Progress Shoe Co. has been incorpo- 
rated with a capital of 100 shares of 
no-par stock for the purpose of dealing 
in boots, shoes and hosiery. The place 
of business will be at 2257 Ontario 
Street. Incorporators are A. L. Steuer, 
A. L. Siegel and Alice Peterson. 


R. Glass & Son Move 


SOUTHAMPTON, N. Y.—Rudolph Glass 
& Son, shoe and hosiery retailers of 
this town, have moved to larger quar- 
ters, which formerly were occupied by 
F. W. Burnett. The store and windows 
have been completely remodeled, giving 
more and better display space and en- 
abling the store to carry a much larger 
stock of footwear. 


New Miami Shop 


MiaMI, Fia. (UTPS)—The Golden 
Boot Shop located at 76 East Flagler 
Street, is Miami’s newest shoe store. 
Opening last week with a complete line 
of high-grade footwear for women, the 
owners are looking forward to a big 
season. The shop is owned by the same 
company that has operated The Boot- 
ery located on Flagler Street for a 
number of years. David Cowen is 
manager of the new store. 
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2606 — Patent 











2607 — Black 
Velvet, Suede 
trim. D wide. 























$2.25 


Kid Tie. D 


' 2605 — Brown 
1S Kid Tie. D 


wide. 


$2.25 


Health Shoe 


2822 — Patent 
Leather 3 Eye- 
let Tie, Cuban 
Heel EEE wide. 
2823 — Brown 
Kid. EEE wide. 
2824 — Black 
Kid. EEE wide. 


$2.25 


No. 2822 
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Stylists riginalors 
138-140 DUANE ST. NEW YORK CITY 


BOSTON OFFICE: 216 ESSEX ST. 
PHILA., 17 No. 4th ST. DETROIT, 418 LAFAYETTE BLDG. 
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Walk-Over Shop Now 
Has Dance Shoe Dept. 


INDIANAPOLIS, IND. (UTPS)—To 
meet the rapidly growing demand for 
stage footwear, featuring dancing 
slippers, ballet slippers, sandals and 
Italian toe dancing slippers, the 
Walk-Over Shop in this city has 
opened a section to meet the demands 
of the stage. The entire line of the 
Chicago Theatrical Ballet Shoe Com- 
pany will be featured exclusively. With 
the cooperation of Mlle. Theo. Hewes, 
of this city, for whom the manufac- 
turers designed a special dancing shoe 
some years ago, the department has 
been one of the biggest surprises of 
turn-over in the store, said F. C. 
Schinke, manager of the store. 

Lewis Crowden has been placed in 
charge of the new section, and is ex- 
perienced with the line of merchandise. 
Dancing pupils heretofore were obliged 
to send to Chicago for their footwear, 
and encountered many difficulties in 
delays and improper fitting. Mr. Mau- 
rice Fitzpatrick, representing the 
manufacturers, appointed the Walk- 
Over Shop the exclusive representa- 
tives in Indianapolis. 





Teachers Stir Up Business 


INDIANAPOLIS, IND. (UTPS)—The In- 
diana State Teachers’ Association, with 
sixteen thousand Hoosier school teach- 
ers registered in Indianapolis, has 
stirred up some real activity in local 
shoe shops and caused them to hum 
with activity. Indiana school teachers 
will remain in the city for a two days’ 
session, and many will remain over the 
week-end. Downtown stores are crowd- 
ed and merchants expect to reap a har- 
vest. At Marett’s Shoe Shop, Red 
Cross and Arch Preservers “are go- 
ing big,” said Jack Adams in the ladies’ 
department, “on account of comfort 
and service.” Other stores reported 

business starting early on Thurs- 
ay and getting better as the day 
went on. 


Shoes, Hat and Bag 


MINNEAPOLIS, MINN.—L. S. Donald- 
son & Co. shoe department is making 
much of the tweed’s triple alliance, 
showing brown tweed shoes with wing 
tips and heels of brown leather, at 
$15.50, to go with brown felt hat with 
tweed inset and a flat envelop bag with 
Hh tweed body. The outfit costs 








Howe with Levy Bros. 


Houston, Tex. (UTPS)—C. F. Howe 
is the new manager of Levy Brothers 
shoe department. Mr. Howe has been 
in Fort Worth for the past two years, 
but prior to that time, he spent 15 
years in the shoe business in Houston. 
He is well known to the Houston shoe 
buyers. 


Longwell, Store Manager 


WELLSBORO, PA.—The Marks Shoe 
Store, with stores at Wellsboro and 
Towanda, Pa., has appointed Durward 
R. Longwell to take charge of the shop 
in this town. 





New Version of Boot 


New YorK, N. Y.— 
Public exploitation of a 
new version of boot for 
winter wear was given at 
the close of this week by 
Oppenheim Collins & Com- 
pany in large advertise- 
ments in which the new 
boot, replacing the popu- 
lar Swanky boot of last 
year, which John Holden, 
head of the shoe depart- 
ments of the Oppenheim 
Collins & Company stores, 
sponsored. 

The new boot, illustrated 
above, and priced at $10.75 
comes in all over blue or 
Woodland brown kid, 
brown kid with matching 
suede quarter, patent with 
matching kid or suede 
quarter, Sand calf with 
matching suede quarter, brown or blue 
kid with harmonizing tweed quarters 
and patent leather combined with black 
and white tweed. 

Mr. Holden last year was the first 





to introduce the Swanky boot and was 
successful in building up an extremely 
large volume on them. He is more en- 
thusiastic over the leather boot outlook 
this year than he was last year. 





New Matrix Shop 


CINCINNATI, OHI0O—John P. Bell, of 
Nashville, Tenn., Southern distributor 
for the E. P. Reed Shoe Company, 
Rochester, recently opened a new shop 
in the Enquirer Building and is retail- 
ing women’s footwear with a price 
range from $8.50 to $14.50. The new 
store is being run under the style name 
of “The Matrix Shop,” and R. A. Kest- 
ing, for five years associated with the 
Potter Shoe Company, has been in- 
stalled as manager. Cairy Pigg, who 
was in the shoe business for twenty 
years in Terre Haute, Ind., will be Mr. 
Kesting’s assistant. 





A Hold-Up! 


Paul A. Kuehn of South Bend, 
Ind., carries automobile hold-up 
insurance. Last week when he re- 
ceived a bill from his garage man 
amounting to $22.83 for adjusting 
the brakes and tightening up his 
Cadillac, he applied to the insur- 
ance company for hold-up indem- 
nity. And got away with it—al- 
most. 











Lansing Merchants Halt 


Program Advertising 


LANSING, MicH. (UTPS)—tThe lead- 
ing footwear dealers and department 
stores of this city, in common with 
merchants in other lines who are mem- 
bers of the Merchants’ Association, 
estimate that they will save $50,000 
annually by a new move to refuse all 
advertising in programs and publica- 
tions issued by schools, clubs, societies, 
lodges, etc. The agreement to suspend 
this type of “charitable” publicity is 
not merely a verbal one, but each mem- 
ber was required to sign the written 
agreement that bears a clause pro- 
— a penalty of $50 for each vio- 
ation. 





New Chain Store Ass’n 
Formed to Aid Trade 


New York, N. Y.—A newly formed 
National Chain Store Association, rep- 
resenting 50 chains, operating more 
than 16,000 stores and doing a business 
of more than $750,000,000 a year has 
been organized with headquarters in 
the Woolworth Building, New York 
City. 

The organization has been formed to 
do constructive work in the opposing 
of improper business methods and il- 
legitimate trade practices and the com- 
bating of unfair and uneconomic legis- 
lation affecting all chain stores, as well 
as the promoting of efficient and eco- 
nomic methods of distribution. It will 
also give the public information con- 
cerning the economies and advantages 
of chain store distribution. 

Present officers of the association are 
predominately men from the grocery 
field, due to the fact that the organiza- 
tion had its inception at a conference 
of chain store grocers. The only shoe 
man in the group is a member of the 
executive committee, Ward Melville, 
vice-president of the Melville Shoe Cor- 
poration of New York. 





M. Monsein in Pontiac 


PONTIAC, MICH.—M. Monsein is now 
manager of the shoe department in 
Arthur’s Ready to Wear. He is an 
old Boston boy, but recently was man- 
ager of the shoe department in the 
— Department Store, Waterloo, 
owa. 


M’Larty Changes Job 


ATLANTA, Ga. (UTPS)—C. D. 
M’Larty, veteran salesman, who has 
been with the Fred S. Stewart Shoe 
Company for the past 15 years, is now 
associated with the Foot Health 
Shoppe, 110 Peachtree Arcade. 
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Yes, we can ship suedes at once—Brown, Black, Blue, Green 
—the colors, materials and patterns that are in the mode 
of the moment. It's our job to have the shoes you want—when 
you want them, : 







Yours truly, 


GEO. M. ROSEN. 
Gen'l. Mgr. 
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Sweet brier 


Square Toe Zoe 






Black Ooze, with Patent 
Gypsy Piping 
Brown Ooze, with Brown 
Kid Gypsy Piping. 
Spike and Cuban A-C 
$4.25 





All Patent Leather 
Patent, Black Ooze Qtr. 
50 







Brown Kid, Brown Ooze Qtr 
CUBAN—A.-C. 
$3.60 













Louise 





Joyce 





Black Patent. Black Satin. 





Black Ooze, with Black 








( 
Biack Ooze. Brown Ooze. Lizard. | 
$4.35 Brown Ooze, with 
Silver Kid Mule. Brown Kid. 
Spike—AA-C. Spike and Cuban A-C. 






$5.00 $4.25 





_ a wphek ben 















57 Lincoln 





St., Boston 


& 


Suny 


Peers: 


ae 








r pei ncns3 
ea ON 


s 







THE SH 










Warm Weather Revives 
Patent Leather Sales | 


CINCINNATI, OHI0O—Continued warm 
weather has retarded the sale of fall 
shoes somewhat, bat merchants seem 
to be enjoying an average good busi- 
ness. There is one thing of note that 
warm weather has helped to do, and 
that is revive patent leather. Patent 
is moving much better than a few 
weeks ago, and one merchant attributes 
this to the fact that women do not care 
to buy suede unless the weather is cool. 
Suede, however, has weakened but 
slightly, and all that is needed to 
stimulate suede sales is colder weather. 
Suede combinations have come to the 
fore and merchants expect anything 
with suede on it to be among fall and 
winter sales leaders. 

Reptile, notably snake and Java liz- 
ard, is taking forward strides, and it 
seems that the genuine reptilian leath- 
ers are moving much better than the 
imitations. In other words, more rep- 
tile shoes are being sold at $10 to $20 
than in the $5 to $8 grade, and the 
same thing holds good with all-snake 
shoes and those trimmed with snake. 

Brown and black kid and calf have 
improved their positions in the past 
two weeks, and plain and brocaded 
satin calls are more numerous. The 


The modern 
theme in decora- 
tion was faith- 
fully followed in 
| fitting out the 
| new J. O. Steele 
| Company’s new 
| shoe salon in At- 
lanta, Ga., as in- 
dicated in these 








two pictures of 
the interior and 
exterior of the establishment. 


exact status of chiffon has not been 
determined by local merchants, but it 
is expected to be very popular for win- 
ter evening wear. Scotch plaids are | 
moving very slowly, one merchant re- | 
porting that out of four dozen pairs | = 
that came to his store six weeks ago, 
forty-one pairs are still on the shelf. | 


Marrott Employees Elect 





INDIANAPOLIS, IND. 
Wednesday night, Oct. 10, the em- 


: 1 | ployees of the Marott Shoe Shop held 
Shoe Salon Established | the annual election of officers for the 


in New Blum Store | Marott Mutual Benefit Association in 
| the men’s department on the second 


floor. Officers elected for the coming 
Maurice Spector, president, opened here | year were: Fred Orman of the ladies’ 
this week in its new location, 13th &| department, president; Robert Payne, 
Chestnut Streets. The store will feature | vice-president; Miss Ruth Devine, sec- 
a shoe salon for women, carrying La| retary, and E. J. Keller, treasurer. 
Valle & Lo Presti and Elco lines. | Directors elected for one year were 
Prices will range from $10.50 to $22.50. | Harry Summers, Paul Greenburg, Miss 
A. J. Stine, formerly of Lewin & Stine, | Ellan Robbins, Harold Noble, William 
this city, will be in charge of the salon. | Combs, Robert Becker, and Raymond 
The Blum store did not carry a shoe | Smith. f 4 

department at the old location, Chest-| After the election, which was held 
nut & Juniper Streets, but is now offer- | at 7.30 p.m., the usual dance was held 
ing a personal service for the buying | on the first floor. 

of a co-ordinated costume outfit, in- —_——- 

cluding shoes. Particular attention will 
be given to the matching of evening 
gowns with harmonizing footwear. 

Decorations of the new salon are 
French gray, with crystal chandeliers, 
and wood panelling in a light dull 
brown. The salon is oblong with semi- 
circular ends around which the fitting 
chairs are arranged. 

A hosiery alcove is let in along one 
side and a fitting room for hosiery oc- | 
cupies the opposite side. About ten | 
saleswomen will be employed. 


PHILADELPHIA, Pa.—The Blum Store, 





Leases Departments 


LANSING, MicH.—The shoe depart- 
ment in the Publix, a new chain de- 
partment store in this city, has been 
leased by the Economy Shoe Co. H. C 
Dezell will look after this basement 
department in conjunction with the 
Economy store. This is the third 
Publix store opened in Michigan in 


Economy has leased departments. 








|Leases Men’s Department 
Vreeland Bros. Open Store | P 
JACHSON, MIcH.—The Oppenheim 


PROVIDENCE, R. I. (UTPS)—Vree- | Clothing Co. have leased a space in 
land Brothers of Olneyville Square, this | their store to the Economy Shoe Co. 
city, one time dry goods retailers, re- | of Saginaw. The latter company will 
cently opened a new shoe store featur- | operate a department selling men’s 
ing popular priced shoes. shoes only. 





(UTPS)—On | 





the past month, and in all of them the | 
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> Where Mod- 
N e 
ernism 
Reigns 


Su preme 





Mr. Steele personally supervised the planning 
and fitting up of the store in which angular and colorful decorations have been 
liberally employed 


Booster’s Club Formed 
by Katz Employees 


CHICAGO, ILL.—Employees of Katz’s 
Shoe Stores, Chicago, have organized a 
club to be known as the Katz Booster’s 
Club. The officers elected are Phillip 
Fogelman, president; Milton Jacobson, 
secretary, and George L. Sayer, treas- 
urer. 

The object of the club is the promo- 
tion of harmony among the workers 
and managers of the eight Katz stores. 
Sick benefits will be paid all members. 
Following the organization meeting, 
J. H. Katz, president of the firm, ad- 
dressed the members. He and _ his 
brother, Mandel Katz, were made char- 
ter members. 


Moves Shoe Department 


LANSING, MIcH.—The shoe depart- 
ment in the Dancer-Brogan store has 
been moved to a street floor location. 
H. W. Schrim, shoe buyer, says that 
while he hasn’t as much selling space 
as before, he is doing 75 per cent bet- 
ter business than he was upstairs. 





Feature Hunting Boots 


INDIANAPOLIS, IND. (UTPS)—With 
the approaching hunting season In- 
dianapolis shoe merchants are featur- 
ing hunting boots. The merchandise 
is being displayed in conspicuous 
places, and some of the dealers antici- 
pate good business. Mostly featured is 
the oil tan moccasin vamp, with double 
sole 16 to 18 inch lace boot, ranging in 
prices from $10 to $12 a pair. 
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WHERE TO BUY 
Men’s Shoes 











Randelph, Mass. 


Micherds & Brenaen Co.  <t- 
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60 STYLES IN STOCK 
EMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 

WRITE TODAY FOR CATALOGUE 


Ml eau 


KUMFORT-ARCH SHOE 


CxXCLUSIVELY BY THE 


EMERSON SHOE MFG CO 
ROCKLANO, MASS 
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“HIGH ONLY” 


EAST WEYMOUTH.MASS. VU. 








Tue 





SHOE 


FoR MEN 


(P) M. A. PACKARD CO., Makers (P) 
BROCKTON 


<\ 


BOSTONIANS 
FOR MEN 
GOMMONWEALTH SHOE & LEATHER Co. 
WHITMAN, MASS. 




















NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 








Stacy Adams Co 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 
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NATIONAL NEWS SATURDAY, OCTOBER 27, 1928 EVERY WEEK 
Wholesalers 

to Ask f Brooklyn Abandons 1929 
iho wed Style Show 


Shoe Tariff 


Resolution Adopted Unani- 
mously at Annual Meeting 


ATLANTIC City, N. J.—The annual 
meeting of the National Association of 
Shoe Wholesalers was held in Atlantic 
City, Oct. 8-9, and proved to be one of 
the most interesting and constructive 
conferences of shoe wholesalers ever 
held. 

The two days’ sessions took place in 
the Ambassador and were presided 
over by President Sidney J. Eisman, 
of the Charles Meis Shoe Company, 
Cincinnati. A score or more of sub- 
jects of direct interest to the whole- 
sale shoe trade were discussed and 
acted on, these including the shoe tariff, 
the Cuban parcel post convention, trade 
abuses, -wholesale publicity, rubber 
footwear outlook, group profits, uni- 
form accounting, credits and collec- 
tions, and the value to the footwear 
industry of the semi-annual shoe style 
conference. 

One of the most important develop- 
ments of the meeting was the receipt 
of a proffer from the Middle States 
Shoe Wholesalers’ Association to dis- 
continue as a separate organization 
and merge with the national associa- 
tion. This proposal was unanimously 
accepted by the meeting. Reports were 
made by President Eisman and Secre- 
tary Thomas F. Anderson. 

Other features of the first day’s ses- 
sion included an interesting discussion 
of the return goods question, gross 
profits and expense analysis; also the 
report of the Factory Relationship 
Committee, Harry D. Hurd, of Utica, 
N. Y., chairman, and of the Advertis- 
ing and Uniform Accounting Commit- 
tees, Ralph B. Jones, of Boston, chair- 
man. The subject of concentration of 
claims against insolvent debtors also 
brought out a helpful discussion. 

At the forenoon session, Tuesday, the 
special highlight was a constructive 
talk on “Credits and Collections,” by 
Louis M. Taylor, secretary of the 
Wholesale Shoe League, New York. 
Mr. Taylor stressed the need of more 
careful analysis of the credit standing 
of prospective customers, and said that 
in New York City last year there had 
been $100,000 worth of entirely unnec- 
essary losses from this cause alone. 

The report of the Rubber Committee 
was presented by William T. Bailey, 
of Toledo, Ohio, chairman. The report 
emphasized the desirability of refusal 
by shippers to accept return goods un- 
less by previous authorization. It was 
also stated that the rubber footwear 
situation, from the point of view of 





Brooklyn, N. Y.—At the regu- 
lar monthly meeting of the Shoe 
Manufacturers’ Board of Trade 
of New York, the following reso- 
lution was unanimously adopted: 

“RESOLVED, That the Shoe 
Manufacturers’ Board of Trade 
of New York is in hearty accord 
with the resolution of the Na- 
tional Boot and Shoe Mannfac- 
turers’ Association, adopted April 
lith, relating to Shoe Style 
Shows and Conventions, and it is 
further 

“RESOLVED, That the Shoe 
Manufacturers’ Board of Trade 
will consequently relinquish its 
plans for a Shoe Style Show dur- 
ing the year 1929.” 











the manufacturers, appears to be en- 
tirely satisfactory. As far as the asso- 
Giation can ascertain, the rubber com- 
panies foresee a favorable outlook for 
the next few weeks, especially if we 
have some snow before Christmas. 

Following a brief discussion of the 
menace of shoe imports, the following 
resolution was unanimously adopted: 

“Whereas, The constantly increasing 
importations of foreign footwear are 
menacing the boot and shoe industry 
of the United States; be it 

“Resolved, That the National Asso- 
ciation of Shoe Wholesalers, in annual 
meeting assembled, hereby expresses 
its conviction that Congress should 
speedily enact a tariff law affording 
to American footwear, at present on 
the free list, a degree of protection that 
will enable our manufacturers to meet 
the lower labor and other production 
costs prevailing in foreign countries; 
and be it further 

“Resolved, That the president of the 
association be authorized to appoint 
@ special committée to confer with sim- 
ilar committees of sister organizations 
of the trade looking to the drafting of 
a suitable memorial to Congress on this 
subject.” 

The association went on record re- 
garding the question of parcel-post ar- 
rangements between the United States 
and Cuba as follows: 

“Whereas, The lapsing of the former 
parcel post convention between the 
United States and Cuba, due to the 
failure of Congress at its last session 
to act on the bill providing for the re- 
establishment of this convention, has 
worked great hardship and expense 
upon shippers of footwear in the United 
States to this, the most important of 
our foreign markets, and being largely 
responsible for the great falling off 
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Plenty of Support 





A style search has been made 
for some new pattern, different 
from the lattice front oxford, to 
serve the purpose of oxford 
height foot support. The cus- 
tomer who wants a corrective 
type of shoe looks for a new pat- 
tern. The wire strap, with its 
side buckle, is the newest form 
of practical foot support, as in 
an oxford, without the restraint 
of the latter type of shoe. 

We illustrate (maker’s name 
on request) a new model—suede 
with genuine lizard quarter in- 
sert, or kid with suede trim, also 
in black kid with suede, in a cov- 
ered heel shoe, built in comfort 
and health features. 








in shoe shipments to Cuba during the 
first eight months of 1928, be it 


“Resolved, That the National Asso- 
ciation of Shoe Wholesalers in annual 
meeting assembled respectfully urges 
Congress to speedily reenact this con- 
vention.” 


Officers and Executive Committee of 
the association for 1928-29 were elect- 
ed as follows: 


President—William T. Bailey, The 
Ainsworth Shoe Co., Toledo, Ohio. 


Secretary-Treasurer—Thomas F. An- 
derson, Boston, Mass. 


Vice-Presidents—O. D. McGrew, 
Graham-Bumgarner Co., Parkersburg, 
W. Va. Ralph B. Jones, C. A. Good- 
now Shoe Co., Boston, Mass. Ben Sin- 
sheimer, Sinsheimer Bros. Co., Chicago, 
lll. Fred H. Brown, Graham-Brown 
Shoe Co., Dallas, Tex. Henry Bell, Jr., 
Bell, Walt & Co., Philadelphia, Pa. 


Executive Committee—L. J. Born- 
hofen, Harper & Kirschten Shoe Co., 
Chicago, Ill. James H. Childs, H. 
Childs & Co., Ine., Pittsburgh, Pa. 
Mose Cohen, Mose Cohen Shoe Co., 
Nashville, Tenn. F. L. Doerr, F. L. 
Doerr Shoe Co., St. Louis, Mo. Sidney 
J. Eisman, The Chas. Meis Shoe Co., 
Cincinnati, Ohio. Harry D. Hurd, 
Hurd Shoe Co., Inc., Utica, N. Y. 
Charles I. Levy, Levy Shoe Co., Mont- 
gomery, Ala. T. F. McHugh, The 
Marks & Stix Shoe Co., Cincinnati, 
Ohio. Elkan R. Myers, D. Myers & 
Sons, Baltimore, Md. W. W. Parker, 
Durland, Weston Shoe Co., Honesdale, 
Pa. Fred Roth, The Whitney Roth 
Shoe Co., Cleveland, Ohio. Irving 
Sachs, Jr., Shu-Styles, Inc., St. Louis, 
Mo. E. Walter Smith, H. E. Smith & 
Son, Inc., Worcester, Mass. John K. 
Walker, Wm. H. Walker & Co., Buf- 
falo, N. Y. Byron A. Watson, Greene, 
Anthony & Co., Providence, R. I. 
George V. Weiss, Axman-Weiss Shoe 
Co., Chicago, IIl. . -F. Woltman, 
Monroe Bros. & Co., Philadelphia, Pa. 











Re-Orders Being Received 


by Cincinnati Factories 


CINCINNATI, OHIO—Judging from 
the volume of orders continuing to 
come in to manufacturers and whole- 
salers, retail merchants are still in 
need of shoes. Merchants seem to be 
under-buying rather than over-buying 
on some materials, one manufacturer 
reporting that some of his trade has 
already bought as many as three times 
on certain styles. 

A few plants are sold up well ahead, 
while others are now on a part-time 
schedule. A manufacturer of popular 
priced novelties is sold up to January, 
and one plant making footwear to re- 
tail at $10 to $15 is sold up for thirty 
days. These are exceptions, however, 
as the majority are in position to give 
immediate attention to orders that are 
coming in. 

Orders for black patent are on the 
increase, and shoes of reptile or with 
reptile trim are being bought pretty 
freely. Suede is holding its own in 
all grades, and there is an increasing 
demand for blue, green and burgundy, 
either used alone or with kid of the 
same color. Nice orders are being re- 
ceived for satin and chiffon slippers, 
and a few velvet orders are coming in. 

Quite a bit of interest has been dis- 
played of late in boots, but it seems 
that every retail merchant is looking 
for something a little different from 
what the manufacturer has to offer. 
One of the most popular styles is 
ankle-height with turn-down collar and 
closed front. Inquiries regarding boots 
with one, two, or three straps are also 
coming in, but business on boots for 
the winter is not expected to run into 
much money, and in some instances 
manufacturers will not make these up 
ahead of orders. 


s 


Jacobs with Reliance 


Boston, Mass.—“Dick” Jacobs, at 
one time associated with the Mi Lady 
Shoe Co., of New York City, and more 
recently with Wright, Gorevitz & Mac- 
Namara of Haverhill, has become af- 
filiated with the Reliance Shoe Co., of 
Beverly, Mass., serving in the capacity 
of sales manager. He will develop a line 
of Littleway Process shoes which is an 
addition to the company’s present Mc- 
Kay line. Added space has been taken 
on another floor of the same building. 
An office is to be opened in the Mar- 
bridge Building, New York City, which 
will be in charge of Joseph H. Maybury 
who has handled the Reliance line for 
years. Thomas A. Eagan also travels 
for the same firm. 


A Rubberwear Salon 


WATERTOWN, MAss.—The Hood Rub- 
ber Products Company, Inc., under the 
direction of Miss Charlotte Eaton, its 
stylist and promotion woman, has de- 
voted a corner of one of its factory 
buildings here to a drawing room, 
completely equipped, along modern art 
lines. This salon will be used as a 
showroom for the footwear made by 
this company. 








WHERE TO BUY 
Men’s Shoes 








[FeggiiAet PROFITABLE . 
BUSINESS 





IS WANTED. SELL- 












WOOD SOLE SHOES 


Heavy Full Oi) 
Grain Leather 


A._H. RIEMER 
SHOE Co. 
Manufacturers 
since 1887 

Milwaukee, Wis.. 
U. 8. A. 
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WHERE TO BUY 
Slipper Quilting 


ll el le 











SLIPPER MANUFACTURERS, 
ATTENTION! 


We Do Quilting 
For good workmanship and 
quickest service see 


FENKART & SONS, INC. 
815 22nd Street Union City, N. J. 
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WHERE TO BUY 
Shoe Buckles & Fabrics 
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E CUT STEEL— € 
IMITATION STEEL 
j BEADED 1 
SHOE BUCKLES 
T A. & H. VEITH, INC T 
ot —! wi porter e— 7 
9-11 Bast 88th, New York 








Cut Steel Buckles 
Tinsel Shoe Fabrics 


CRACOVANER 
389 FIFTH AVE., NEW YORK 
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MAISON MANN, ine. 


“Decidedly Different” 
Importere and Manufacturers 


Cut STEEL 


BEADED-RHINESTONE 
SB West 20th St.. New York 
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WHERE TO BUY 
Ballet Slippers 


















. it 
Pv 
Rights and Lefts 
Two Grades 


Wos. Miss. =. 
$1.50 $1.45 
wm. 
—_ oo SUMNER 
In Stock SMITH 
3825 West Monroe Chicago, Il 








BROOKS’ BALLET 





SLIPPERS 
IN STOCK 
Made on 
Right and 
Left Lasts 
No. 600—Black Kid aioe 
“erie” giao” Sa. 


White Kid—30c. extra 

Coast Prices Slightly Higher 
BROOKS SHOE MFG. COMPANY 
1725 No. 6th St., Philadelphia, Pa. 


Western Distrine Sen Branch 
1162 So. 
Los Angeles, Calif. 














In Stock Black Bal- 
let Slippers 
Ladies’ $1.25 pr. 
Misses’ $1.20 pr. 
Child’s $1.15 pr. 


BLOG SHOE CO., INC. 
147 Duane St., 
New York, N. Y. 

















BALLET SLIPPERS—IN STOCK 

of the unusual kind 

8102 Bik. Kid Hand Turn 
Soft Tce 


Child’s 6 to 11—$1.35 
Misses 11% to 2— 1.40 
Women’s 2% to8— 1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 
sessiatiats im Ballet Manufacture 
241 No. 11th ‘St., Philadelphia, Pa. 














HAND TURNED, BLACK KID 
BALLET SLIPPERS 
IN STOCK 
Women’s, $1.35; 
Misses’, $1.30; 
Children’s, $1.25 
newmptes Maly stented to 


ROTH & ROSENBERG SHOE CO. 
124 N. 

















janufacturers 
3rd St., Philadelphia 
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WHERE TO BUY 


Store Fixtures 
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Color Sells More Shoes 
Than Last and Pattern 


Material Depended on for New 


Effects Rather Than Line 
of Shoe 


LYNN, Mass.—Business keeps brisk 
| here, with a number of reports of fac- 
tories sold ahead to Nov. 15. After 
that will come the task of cleaning up 
this year’s business and starting on 
style and merchandising plans for 
1929. 

New colors have led to new styles, 
and new styles to new sales. 
is a cycle of color,” says one maker 
of fine shoes. “We used to change 
lasts and patterns every 60 days, or 
more often, and at times the styles 
were changing so fast that we were 
going around like a squirrel in a cage. 
Now we are using accepted lasts and 
patterns, or those which we know will 
fit, and we employ new leathers to cre- 
ate new styles. So we have shoes of 
blue, which I believe have come to stay, 
and shoes of brown suede, which are 
the favorite fashion of this fall, and 
shoes of green, and of the wine shades 
and other hues. I believe we are go- 
ing to see more colors and finer colors 
than ever, and that we will play the 
changes of colors according to the 
changes in the seasons and costume. 
Buyers are ‘color conscious,’ and so is 
the shopping public, for it seems to be 
that the average woman chooses color 
first and foremost, and then selects the 
type and the grade of shoes that she 
desires.” 

Lasts are moving two ways, one 
toward roomier models, to take care 
of foot spread, such as is caused by 
the long wearing of high-heeled shoes, 
especially those of the basket weave 
types, and the other movement of lasts 
is toward shorter foreparts and higher 
arches, such, for instance, as a shoe 
which fits to the No. 4 B foot of the 
model and looks as small as a No. 2%. 

There is also a movement toward 
lighter shoes, and those which weigh 


the dancing slipper lines, 





Shoe Manufacturers to 
Plan Tariff Action 


NEw YorK, N. Y.—Deep considera- 
tion of the tariff question from the 
standpoint of shoe manufacturers, is 
foreshadowed in the calling of a meet- 
ing of an enlarged tariff investigation 
committee by the National Boot and 
Shoe Manufacturers Association for 
Nov. 12, in New York. 

In connection with the forthcoming 
meeting Jay Otis Ball, managing di- 
rector of the association, made the fol- 
lowing statement: 

“At the last meeting of our board of 
directors, it was decided to enlarge our 
tariff investigation committee; and to 
ask each local shoe manufacturers’ as- 
sociation to send a representative to 
the meeting of the enlarged committee, 
with J. Franklin McElwain, chairman, 
in order that all opinions and groups 
mav be properly represented. 

“The meeting of the enlarged tariff 
investigation committee will be held in 
New York on Monday, Nov. 12. 1928; 





and the meeting of the board of direc- 


“This | 


but ten ounces to a pair are already in 








In “Merrie” England 





Jeweled heels have a place in evening 
footwear the world over. Here are two 
examples of British handicraft seen at 
the recent Shoe and Leather Fair at 
the Royal Agricultural Hall, London. 
At the left is a pearl heel, studded with 
colored rhinestones. At the right is 
seen a floral design worked out in col- 
ored sequins 








tors of the association will be held the 
following day, to receive the report of 
the tariff investigation committee, and 
to take such action as may be deemed 
advisable. 

“The opinion of our membership 
seems to be divided into four groups: 

1. Those who believe we should 
concentrate on maintaining free 
hides, and not carry on any ac- 
tivities favoring a duty on shoes. 

2. Those who favor free hides, 
but believe we should prepare our- 
selves to ask for a duty on shoes, 
if we find a tariff coming on hides 
or leather. 

3. Those who believe we should 
work for free hides and also for a 
duty on shoes. 

4. Those who believe we should 
work for a tariff on shoes, regard- 
less of whether we can get free 
hides or not. 


“The tariff investigation committee 
will carefully consider the number of 
members favoring each of the plans, 
and also the annual production af- 
fected. Naturally, our members will 
consider the matter as it affects their 
own business, the good of the industry 
as a whole, and possible effects on the 
prosperity and welfare of the country. 
Some subscriptions have been tentative- 
ly volunteered; but before taking any 
action, it is desired that all facts and 
opinions be given careful considera- 
tion.” 

In formal notices sent out to mem- 
bers, the committee has expressed a 
desire to receive any facts, opinions, or 
suggestions that may be of assistance 
to them in determining a proper posi- 
tion to take on the tariff; and those 
who may be affected by any action 
taken, or who desire to bring. any mat- 
ters to the attention of the tariff in- 
vestigation committee, should address 
J. Franklin McElwain, chairman tariff 
investigation committee, or J. O. Ball. 
managing director, National Boot and 
Shoe Manufacturers Association, 342 
Madison Avenue, New York. 
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Bigger Profits This Winter 


[CONTINUED FROM PAGE 49] 


parel which communicates 


shoes. 


wanted the 


itself to 
Shoes and skates in combina- 
tion have passed through the cheap 
state, where the beginner on the ice 
low-priced combinations. 


As skating ability improves, the de- | 


mand is for better shoes and better 


skates. 


This tendency makes possible a de- 
mand for better fitting, and the natural 
follow-up is to bring the skating shoe 


into the shoe store. 
A notable increase 


and wool, develops an 


wear and heavier weights. 


The darker colors help to give the 
same effect of more solid weights in 
It is an 


shoes for wid-winter wear. 


in weights in 
Winter dresses in combinations of silk 
increase in 
weight of Winter sports type footwear. 
The jersey knit dresses for sports wear 
are in for a mid-winter acceptance, and 
it is natural to expect oxford type foot- 





admirable thing for a merchant to de- | 
velop the double stock standard of 
lightweight shoes for the lightweight | 


season, and heavy weight shoes for 
Winter season wear. In doing this the 
merchant insures two profits, where 
only one might have existed before. It 
may mean double stock, but actually it 
doesn’t work out that way, because no 
stock is purely a year-round seller. In 
outdoor wear there is a difference of 
season, stock, weight and colors. 

Winter weight footwear is, there- 
fore, enjoying a new cycle of interest 
in stores which find that sharp differ- 
ences of weather necessitate sharp dif- 
ferences in apparel and footwear. Once 
the change of season was evident in the 
difference between boots and low cuts, 
but, with the universal wearing of low 
types of footwear, it is to be expected 
that the change will be made in the 
weights and character of patterns in 
outdoor footwear. 











What They Sell; 
How They Do It 


[CONTINUED: FROM PAGE 53 | 


inevitable as tomorrow morning! The 
perfect footwear complement for the 
wise little tweed frocks,” Harry Per- 
kins, Inc., Seattle, Wash. 

“It’s a pleasure to show you!” Morris 
Slipper Shop, Lubbock, Tex. 

“The prices, moderate for such fine 
footwear, will prove a source of further 
surprise and pleasure,” Baxter & Bax- 
ter, Seattle, Wash. 

“The Shoe Shop Moderne,” Living- 
ston Bros., San Francisco, Cal. 

“High, low and medium heels—lasts 
to fit every foot,” Macey’s, Tulsa, Oklk. 

“It’s a colorful season for evening 
slippers, customized slippers of course!” 
The Evening Slipper Shop, New York 


City. 

“Style with comfortable fit,” The 
Zwierlein Shoe Co., Cleveland, Ohio. 

“See display of this season’s most 
distinctive styles in our shadow-box 
i ” Gano-Downs Co., Denver, 
Col. 

“Another modern step forward, we 
create the heel Continentale,” Saks- 
Fifth Avenue, New York City. 


In-Stock Dept. 


CoLuMBus, OHI0.—W. T. Dickerson, 
managing director of Lape & Adler 
Company, announces that his new in- 
stock department featuring McKays is 
doing very satisfactory business. He 
is carrying eight styles and patterns 
on the floor in a full run of sizes; even 
to quadruple A widths. These narrow 
sizes are being carried in order to fill 
a growing demand for narrow widths. 
This new department was made possi- 
ble by the recent new addition to the 
factory. Mr. Dickerson also reports 
that August and September was the 
best two months’ period in the history 
of the Lape & Adler Company. 








Shoe Men Urged to 
Work for New Tariff 


Boston, Mass.—A concerted move on 
the part of the shoe industry to get 
a higher tariff on shoes was advocated 
by Lieutenant Governor Frank G. 
Allen, of Winslow Bros. and Smith 
Co., at the first meeting of the 1929 
season of the Boston Boot and Shoe 
Club, held recently in the Hotel Statler. 


Mr. Allen, who ‘is the Republican 
nominee for governor of Massachu- 
setts, said that he had caused an in- 
vestigation to be made which revealed 
that at least some of the foreign made 
shoes being sold in this country cost 
not more than one-fifth as much as 
similarly styled American lines. “You 
must agree with me,” he said, “that we 
as a body must work together for a 
sufficiently high tariff wall to equalize 
to some extent the low overhead and 
wages of our European competitors 
without our own wages and costs.” 


President Horace R. Drinkwater pre- 
sided at the meeting, and the other 
guest speaker of the evening was 
Thomas A. Watson, who told of the 
early days of the telephone, during 
the development of which he was asso- 
ciated with Alexander Graham Bell. 


Haverhill Plans Pageant 


HAVERHILL, Mass.—Haverhill shoe 
firms are cooperating with the Haver- 
hill Chamber of Commerce in the sec- 
ond annual Pageant of Progress to be 
held the week of Oct. 22 at the State 
Armory. Exhibits of the products of 
local factories are a very important 
part of the exposition. Among the co- 
operators are the Bradley-Goodrich 
Co., Inc., the Rickard Shoe Co., and 
numerous allied firms. The pageant is 


attracting widespread interest and is 
under the management of Sheldon 
Fairbanks of Boston. 
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WHERE TO BLY 


Men’s & Women’s 
Slippers ‘ 


i i ee 





Two Strap Sandal 

“Hand Turned” 
In Stock 

C to E—2%,-9 

No. 3-2 at $2.35 


MORAN-HERMANN- 
MeMANUS, INO. 
Auburn, Maine 


















ASTERFELTS, 
SLIPPERS REPEAT 


IN STOCK 


Best grade kid, 
built on New 







No. 145, Black Kid, Spring Last — 
" 2 081.50 ane Ecru Felt Lined 
_ -. oe - wmHeavy hair 
No. the =" Kia, felt filler and 
~ . o—s1:50 me heel pad.Chrome 
0. ° . 

3 to 8—$1.50 Outsole. 


FREEMAN-THOMPSON SHOE CO. 
ST. PAUL, MINN. 
Manufacturers ef Masterfelts 
Everything in Slippers 











Uf the Better Grade 
Be Trade 


Best~ Ever 


Bee Slipper Co. 


Tf Poors Se. 
coe 











PARISTYLE FOOTWEAR MFG. CO., INC. 


Factory and Salesrooms 
40-46 West 25th St., New York City 
$27.00 per doz. and up 


Te 


HIGH GRADE TURN MULES and D’ORSAYS 


Catalog 
sent on 
request 











DO YOU KNOW? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needa. 
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WHERE TO BUY 


Women’s Novelties 








Have you seen the 
new 
Jeweled Anklet 
82.85 
On Times’ biggest 
style bet. 
Write for circular. 
Samuel Cohen 

oe Co. 
Lineoin St., Boston Mass. 


Uhe 
BONDWAY 


PROCESS 
feotwear of remark- 
smartness and 























BOND SHOE COMPANY, 132 Duane St., New York 











WHERE TO BUY 


Bowling Shoes 














oo IN-STOCK 
gp Pr toes Smoked Elk 
Mone” = $3.25 

BROOKS 
SHOE MFG. CO. 


1726 a Cth St., 
Loe Angeies, 


Philadelphia, Pa. 
1162 Se. Hi Street 








WHERE TO BUY 
Stondard Shoe Materials 








The One 

Waterproof 

t 

Takes and Re- 

tains a Polish. 
CREBSE & COOK CO. 

Tanneries at Danverspert, 85 South St., Boston, Mass. 


est t Virginia 


Always Fibre B in Board 
aad Dependable in Service. 
p Products Department 
WestVirginia Pulp & PaperCompany 
Chicago 





























Preston B. Keith Dead 


BrockTon, Mass.—Preston B. Keith, 
one of the pioneer shoe manufacturers 
of the Old Colony district, and head of 
the former Preston B. Keith Shoe Co. 
of the Campello district, died at his 
home in this city on the evening of 
Oct. 19, at the age of eighty-one. 

Mr. Keith was also prominent as a 
banker, and public-spirited citizen. Af- 
ter being graduated from the Brockton 
High School at the age of nineteen, he 
entered the shoe manufacturing busi- 
ness of Martin L. Keith; in 1871, he 
started making shoes on his own ac- 
count. For several years, he was lo- 
cated in the Whitman & Keith factory, 
and later built the plant, which for 
more than 40 years he operated with 
Rufus P. Keith as the Preston B. Keith 
Company. He retired from the indus- 

in 1923. 

e was an organizer of several banks 
in this city. He was a member of the 
Brockton Commerical Club, the Brock- 
ton Country Club, and the Brockton 
Shoe Manufacturing Manufacturers’ 
Association. 





Using Weather Maps 
To Sell Rubbers 
[CONTINUED FROM PAGE 87] 


morning for your place of business, the 
weather is fine. On starting home, 
you discover that it is raining. You 
look over in the corner and see the old 
rain-coat and umbrella, which will keep 
off some of the rain. But you have 
forgotten the protection of the most 
important part of your anatomy—your 
feet. The price of a pair of rubbers 
is only $1.50; it will cost you man 

times that amount to cure a bad cold. 
Also think of the risks you are taking, 
even here in Detroit, in buying cold 
cures. I don’t think I would take a 
chance myself, and I live here in De- 
troit.” That argument generally does 
the trick. 

“It has quite often been said that it 
does not pay to handle rubbers in the 
shoe department of a men’s clothing 
store. Experience and an occasional 
jog to the memory by Mr. James has 
made me observe that it is not hard 
to sell anything, when you can logically 
convince your trade that the article 
is needed. Quite often a man will en- 
ter a store just for a pair of rubbers. 
If, treated with courtesy, he may be- 
come further interested in the depart- 
men’s merchandise. Asking permission 
to show the customer some of your 
footwear, and explaining its features, 
often makes a shoe sale. The 
trade is treated in much the same man- 
ner as the men’s but with the almost 
positive assurance that the boy actually 

needs rubbers. Remind the parent how 
fast the boy’s feet grow, how last sea- 
son’s rubbers, even if they may be 
found, are sure to be too small for this 
season’s shoes; how urgent it is for 
the youngster to have dry feet; how 
important to have, not only the right 
size, but the right last; that boys as 
a rule do not take much care in putting 
on their rubbers, and that a correctly 
fitted rubber, therefore, will wear much 
better than one that does not fit. If 
that rubber-shoe sales talk does not 
register, give the parent a store card 





saying, ‘If you find that junior does 
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WHERE TO BUY 
Spats 


a ll le i el 











Imported English Made 
Broadcloth 
Spats 
Colors : 
Light Gray 
Med. Gray 

Fawn 


Sizes 6 to 11 
Leather Bound 


$2.25 per pair 





IN STOCK —IMMEDIATE DELIVERY 


BLOG SHOE CO., INC. 
147 Duane St., New York, N. Y¥. 


WHERE TO BUY 
Slipper Supplies 




















POMPOMS AND ROSETTES 
The right merchandise at the right price. 
Samples sent on request 
HY-GRADE SLIPPER SUPPLY co. 








693 Broadway New York City 








WHERE TO BUY 
Children’s Shoes 








“ELAM” 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 

Boston Office: Statler Bldg., Room 532 














DISTINCTIVE 
s Kiiddicu ells an 
Sh hk een ct 





not have the right rubbers when you 
get home give me a ’phone call and I 
will send you the right size, as we 
have a correct record of his fitting.’ 
There is not one case in ten where the 
customer will ’phone, but that does not 
prevent our ’phoning and again re- 
minding her. of rubbers. If handled 
rightly, the customer will consider this 
good service. When all is said and 
done, showing and explaining rubbers 
to customers in advance of the real wet 
days, is Real Service to them, and 
Service is the cornerstone of all good 
business.” 
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Established 1894 


Truitt Brothers, Inc. 


Manufacturers 


of 
Children’s Shoes 


Binghamton, N. Y. 





ineorporated 1904 








BROOKLYN NEW YORK 


75 FRONT STREET BROOKLYN, N. Y. 


“Best-Ever” D’O 
Best-Ever rsay 
For Immediate Shipment 
May be had in Kid (Tan, Black, Red, Blue, Green) with 
smooth satin lining, full grain sole, counter, and steel shank 

(No. 7897). 
Also in Patent leather with Rose Satin lining and Black full 
grain sole (No. 7877). 
Send for Catalog 
Best-E li 
est-Ever Slipper Co., Inc. 








BE a iO i i i ai at a ~~ 
The CAHILL CARTON CAHILL BOX MARKER 


“The Carton That Opens in the Front” (Copyrighted) 


———— A VERY EFFECTIVE 
MACHINE 


For printing the stock number, 
description, size and width and 
selling price of the shoes on the 
carton or the index card for the 
tented Cahill carton. 
=———s Patents PRICE, $4.00 


Pending Mailed on Approval 


ee 
a ~ to bemtied down “a 
lowest freight rates. 
Cost less though made of 
better materials. —— 4 
_ Se Se oe HARRISBURG, PA. 
tO. fr. 
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Of the 
Better 
Grade 


for the 
Better 
Trade 














BOOT AND SHOE RECORDER 





October 27, 1928 





Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 80 Federal Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 





























POSITIONS WANTED When advertisers desire answers to come in our care 

4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ad- 

LINES WANTED Ho vertisers desires replies forwarded direct to their address 

Pd. per oo Minimum Charge 75c. each word of their address must be counted in the ad- 
ALL ER i i ingly. 
Totes weil; Witnkuew Chesgp $2.28 vertisement and paid for accordingly 

ALL DISPLAY SPACE Payment in advance is required, except when regular 

Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open accounts. 

SALESMEN WANTED SALESMEN WANTED LINE WANTED 



































LINE WANTED for New Jersey.  Experi- 
~ enced Salesman to take out line of Adver- 
SALESMEN WANTED SALESMEN WANTED tising Novelties, Window Display Materials 
- . elk -iodin P = eogag a o item - sell to Shoe 
oO carry a § y y ne o etailers. ress D-768, care Boot and Shoe 
; : , ata. to carry our Line of Stitchdowns as a . 

a chan Gaile tees thie to Gite thie Ge Comuiciibe tale to Ge Recorder, 80 Federal St., Boston, Mass. 

8.00. In. Stock Proposition. Only following States: WANTED SIDE LINE. Popular priced 
salesmen with established trade North Carolina Nebraska misses’ and children’s welts in stock. To 
considered. South Carolina Minnesota carry with established line of work shoes in 
Liberal commission given to Sales- North Dakota Arkansas Metropolitan district. Covered by auto. Ad- 
men appreciating quality shoes. South Dakota Kansas dress D-775, care Boot and Shoe Recorder, 80 
Straight commission basis. Open Tennessee Missouri Federal St., Boston, Mass. 
a we, 7 Address D-749, care Boot and Shoe 

‘exas, Ohio, Tennessee, est r- 
ginia,, Oklahoma, Colorado and Recorder, 80 Federal St., Boston, Mass. 
Pacific Coast States. Reference HELP WANTED 
desired. Confidential. Reply. 

EBNER SHOE COMPANY ANTED—Salesmen by Eastern factory mak 

2636 Fond du Lac Ave., Wine popular priced men’s shoes. Full settle 


ments monthly. Inquiries confidential. Ad ADVERTISING MANAGER 


dress D-702, care Boot and Shoe Recorder, 86 The man we want must be a thoroughly 
. —e . experienced copy-writer and lay-out man 
Federal St., Boston, Mass. with full knowledge of copy that will 
sell Ladies’ Novelty Shoes at Popular 


Milwaukee, Wisconsin. 











GOOD OPPORTUNITY ALESMEN—One of Brockton’s outstanding Prices; National Chain; Splendid future. 
Kastern manufacturer of Women’s Corrected lines of young men’s $6 and $7 retailers is State age, experience, salary expected, 
Arch Welt Shoes offers exceptional line for now open for representation in the Middle West. and submit cut-outs ef work. Address 
jn HR ~~ a pg West, South and Southwest. Write for particu- D-758, care Boot and Shoe Recorder, 80 
A to EKE, and oy highest rate a commis- lars. Address D-701, care Boot and Shoe Re Federal St., Boston, Mass. 
{ sion. Only men with established trade need corder, 80 Federal St., Boston, Mass. 











apply. 
Address D-770, care Boot & Shoe 
Recorder, 80 Federal St., Boston, 
































Mass. LINE WANTED SHOE SALESMANAGER 
High-grade producer wanted. A 
SALESMAN WANTED—To carry a side line ALESMAN with big following with large man of character and proven abil- 
of Misses’ Stitchdowns, sizes 214/12; me and small buyers, chain stores and depart- ity who can show a good record. 
dium prices. Can arrange to give good terri- ment stores, wants line of real hot line of St. Louis manufacturing wholesaler 
tory on a good commission basis. Address women’s novelties. Work trade in car. Sober, of women’s novelty shoes. In reply 
D-772, care Boot and Shoe Recorder, 80 Federal reliable, married and hard worker. 37 years give outline of experience as shoe 
Boston, Mass. old. Knows how to get the orders. Wants sales manager, date you would be 
7 state of Oklahoma -—. Addvene ?_ -. @ y de ae ge ~~ any new od —- 
Salesman, B 101, Frederick, Oklahoma. etails, also salary expected. eply 
SALESMEN—Thoroughly experienced only for % * as ioe in confidence. Address D-778, care 
= — rs ag gg 8 oan stock gag Fee —T Recorder, 80 Federal 
novelties and _ staples. ress -769, care A = x 7 +» Boston, Mass. 
: > progressive shoe salesman would 
-_ — Ba Recorder, 80 Federal St., like to hear from a manufacturer 
See, TERSS. or jobber who wishes to put their 
= Fink dag A line in New oo - a —— 
ALESMAN to carry side-line of cut steel sion basis with fair drawing ac- 
Sead rhinestone shoe buckles. State terri- count. References the best. Ad- EXECUTIVE 
tory and experience. Address D-773, care Boot dress D-779, — = * Shoe 
Sir 239 W. 39th St., New York —e 80 Federal St., oston, Young, with practical experi- 
a 3 ence in managing shoe depart- 














SPs LINE for ype ng ee with YOUNG “ee Fa age a, ope connec- ments or stores. To train for 
tollowing; one sample only; excellent repeat tion with reliable concern for iladelphia . . 
business; 20% a basis. a and surrounding territory. Have had retail management of units in large 
territory cover give references ress family shoe store in middle west for 8 years. i i 
D-777, gare Boot and Shoe Recorder, 80 Fed Traveled previously. Now residing in Phila- chain. Must have Yn, “pears 
eral St.’ Boston, Mass. delphia. Address D-774, care Boot and Shoe with high class merchandise 


Recorder, 80 Federal St. Boston, Mass. 





and be willing to go through 





ANTED — Thoroughl rienced shoe . Par 
W alesman by large. “western shoe factory with ALESMAN with big following among whole- probational training. Address 
ollyw creen Star tieup. Three 1 sale and chain stores wants to connect with 
territories open: Pacific tearm Chicane. a reliable manufacturer that can produce cheap D-771, care Boot & Shoe 
and Texas. Liberal commission and weekly and medium price children’s, misses’ and grow- Recorder, 239 W. 39th _ 
drawing account to man who can produce re- ing girls’ welts or McKays. Reference fur- 
sults. Air mail, full particulars first letter. nished. Address D-766, care Boot and Shoe New York City, N. Y. 
ELIAS-KATZ SHOE FACTORIES. 442 South a asad 239 W. 39th St., New York City 





San Pedro Street, Los Angeles, California. 








INE WANTED for either New Jersey, 


SIDELINE. Shoe Salesmen Wanted to carry Eastern Pennsylvania, or both, to sell pop- The advertising pages of the Boot and Shoe 
merchandise that sells all year around. Sub- ular priced Women’s Novelties, or Snappy lin es 4 Ba hm ge mg he 
’ J, . . ” seat Y § iy. 

mit references with your first letter. Address of Men’s. Years of experience in selling, an‘ They ore werthy of your qleeest attention. 








; D-743, care ther and Shoe Recorder, 80 Fed- hard worker. Address D-767, care Boot an: 
eral St., , Mass. Shoe Recorder, 80 Federal St., Boston, Mass. 
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HELP WANTED 








WANTED— Thoroughly experienced energetic 
young man, not over 35, for Manager live 
high grade shoe store, college town 35,000. 
Must be producer with exceptional sales ability, 
window trimmer and past record of increasing 
store business. Write immediately complete 
details, all past experience and references from 
each previous employer. Send photo. Steady 
position open at once. Box 189, Champaign, 
ill. 








FOR RENT | 








FOR RENT 


Attractive office in Rice Build- 
ing, 10 High Street, Boston, 
Mass. Fully equipped with 
show cases suitable for dis- 
playing shoes effectively. Ideal 
location for Sales Room and 
Branch Office. 

Inquire of Superintendent, 
Rice Building, 10 High Street, 
Boston, Mass. 








MERCHANTS’ NEEDS 


Ps 101 YEARS OF MANUFACTURING XPERIENCE “Fi, 























FOR RENT—Half store, excellent location for 
Men’s Shoes. For particulars write or apply 
to Jos. Sharfman, No. 418 Asylum St., Hart- 
ford, Conn. 





T? RENT—Will lease Shoe Department, fine 
main floor space, good window space, new, 
large department store, best Indiana Town 
32,000. Want operator to sell shoes for entire 
family at popular prices. Percentage proposi 
tion. Fairway Apparel Stores No. 2, Michigan 
City, Indiana. 













EYWOOD-WAKEFIELD Shoe 
Store Chairs give the utmost 
customer comfort in the smallest 
space. Our seating experts will be 
glad to help you on your require- 
ments, without any obligation on 
your part. 


cod -Vakefield | 
timore, Md.; Boston, Mass.; Buffalo, 
N. Y.; Chicago, Iil.; Kansas City, Mo.; 
Los Angee. Calif.; New York, N.Y.; 
Philadelphia,Pa.; St.Louis,Mo.; Port- 












Oregon; San Francisco, Calif, 





FOR SALE 


FOR SALE—Two shoe departments in leading 

_ stores of city with 30,000 population com- 
bined sell $55,000 to $65,000 yearly; women’s 
shoes exclusively. Good going business. Ad- 
dress D-776, care Boot and Shoe Recorder, 
189 W. Madison St., Chicago, II. 








FOR SALE—Shoe and Men’s_ Furnishings 
Store in Central Kentucky. Due to death 
of Owner. Clean Stock invoices around $10,000. 
Established 37 years. Address D-760. care 
a and Shoe Recorder, 80 Federal St., Boston, 
Mass. 








FOR LEASE 


FOR LEASE—Shoe Department in Women's 

_ Wear Specialty House. Department han- 
dling the better grade merchandise. Store situ- 
ated in a city of sixty thousand in a central 
Western State. Address D-733, care Boot and 
Shoe Recorder, 80 Federal St., Boston, Mass. 











BUYING SERVICE 








Send for Details 


GROUP BUYING. 

















Milbradt 
Ladders 





Made for 40 years 
by the original in- 
ventors. 

Made in all styles 
to suit any shelving 
conditions. 

Get our price before 
placing your order 

Milbradt 





Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 














FIXTURES 


MAKERS OF THE BEST ChTe 


RANKEL 


DISPLAY 





DISPLAY FIXTURE CO.: 


OF EVERY | 
DESCRIPTION 


Send for Catalog | 


B46 } 


493 SEVENTH AVE- NEW YORK 








WANTED TO PURCHASE 








TO BE SURE THAT YOU RECEIVE 


THE VERY HIGHEST PRICES 


for your retail odds and ends, entire 
or surplus stocks, ask us for our bid. 
(Estab. 40 years.) Cash transactions. 


New York Export Purchasing Corp. 
596 Broadway, New York, N. Y. 











tetasusnc® om 


LABELS 


and 


SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPUS UPON REQUEST 


st ee 
FRANK C. MEYER Co. 
Ce-ek <asieat 4 x47 
Wey-27) LEXINGTON AVE., BRODKLYS. ar 
AMERICA’S GREATEST 
SHOE CARTON & LABEL Mircea 








Window | 
Decoration 


We will now serve our 
Patrons with a new line of 
the most attractive Imported 
and Domestic Roll Papers, 


etc., in season. 


Also Maker of 
Artistic Price and Sale Tickets 


> Samples mailed free on request 


> Originator of Designs 
140-142 West Broadway 














Established 1903 New York 





WINDOW 
DISPLAY FIXTURES 


SEGALL SONS 


923 ARCH ST. 
PHlLADELPHIA, PA. 


ARE BUSINESS GETTERS 
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Sell More Shoes 


Human interest, business 
drawing circular on_ shoes. 
The best way to increase your 
business. Write for free copy 
and prices. 


Comes Publicity Service 
852 Belmont Ave., Chicago, Ill. 








$39.50 


For Complete 
Set 


Solid American 
Walaut. 
Wei Bases — 
Connections. 
Write jer Samples of Window Fabrice 


THE HECHT FIXTURE CO. 
288 South Wells St. CHICAGO 


Woolskin Slippers Added 
to Athletic Shoe Co. Line 


CuHIcAGO, ILL.—In addition to their 
well known athletic shoes, the Athletic 
Shoe Co., Chicago, now make sheepskin 
slippers, on which they state that in a 
few months they have built up a large 
sales volume. With these, under the 
trade name of “Rest-Rite,” they pro- 
duce a line of kid leather house slip- 
pers. This latter line they have been 
making for the past two years. 

The woolskin line includes the Bun- 
nyhead Moccasin for misses and chil- 
dren, packed in individual boxes dec- 
orated with nursery pictures. There 
are popular styles for men and women 
—some with rolled cuff and some 
trimmed with bows or pompons. Some 
have a turned suede leather sole. The 
kid line is made in bright colors. Some 
of these have cuffs of woolskin, patent 
leather or alligator. 











THE CORRECT STANDARD 
SIZE STICK 


“VARNUM” 


(Trade Mark Reg. U. 8. Pat. Off.) 
original and foundation size 


MOST ACCURATE 
AND POPULAR 
SIZE STICK TODAY 


Marked with stand- 
ard American, 
French and English 
measures. Three 
styles — 1 — 2 — 3. 
Made of best qual- 
ity maple wood, 
nickel plated trim- 
mings. 


RETAIL SHOE 
STORES USE 
No. 3 


$1.50 Each 


Be sure it is a “Varnum” for most 
accurate and simple measuring. 


F. W. Whitcher Co., Mfrs. 


Boston, Mass. Chicago, III. 


Kahler Shoe Co. Merges 
with Ground Gripper Co. 


Boston, Mass.—The Ground Grip- 
per Shoe Company of Boston have, 
through a financing arrangement, taken 
over the Ground Gripper Shoe Com- 
pany, Inc., the Ground Gripper Stores 
Company, and the Kahler Shoe Com- 
pany, distributors of Dr. Kahler shoes. 

The new company and associated in- 
terests will comprise a chain of 103 
Ground Gripper or Kahler stores lo- 
cated in the principal cities of the 
United States from coast to coast, plus 
an organization of about 1000 dealers. 
This will constitute the largest dis- 
tributing unit in the orthopedic field, 
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DEPENDABLE ‘ 
BOUDOIRS 


When you order Greeley Bou- 
doirs you get a pretty, com- 
fortable slipper in colors or 
with rubber or 
leather heels. 
standard merchandise 
which your jobber should 


If not, write us. 


A. W. GREELEY 
12 Duncan St. - - -~ Haverhill, Mass. 


They are 





207 South St. 





“MANCHESTER” 


(Trade Mark Reg. U. 8. Pat. Of.) 


CURVED JAW NIPPER 
Just the Tool for That lack 


The only onipper 
made which is just 
the right shape to cut 
eut tacks on the inside 
of shoes. 


“Manchester” 
Trade Mark ue 
° Mt Of 





nippers are made of 
high-grade tool steel, 
nickel plated, with a 
curved jaw that - en- 
ables you to cut the 
tacks close to the in- 
sole. 

Be sure and specify 

Genuine 


“MANCHESTER” 


curved jaw when or 
dering. 
Write 
your dealer 

\ supply you. 
Price, $4.00 


Frank W. Whitcher Co. 


and Manef 
Chie 
161 


34 I HM 


wa 


us direct if 
cannot 





Branch 


Boston, Mass. "W. Lake Se. 











and the world’s largest production of 
corrective shoes from any one company. 

The business of Ground Gripper 
Shoe Company (the predecessor com- 
pany) dates back to 1899, when E. W. 
Burt, a prominent New England shoe 
manufacturer, began manufacture of 
a shoe in the design of which he was 
assisted by the foremost doctors of the 
day. The business of Kahler Shoe 
Company has an unbroken history run- 
ning back to 1853. Founded then by 
the original Dr. Peter Kahler, the busi- 
ness has always pioneered in the de- 
velopment of footwear designed along 
scientific lines. 

All the Kahler and Ground Gripper 
manufacturing activities will now be 
concentrated in the Ground Gripper 
plant at Roxbury, Mass. 


Can You Speak the Language 
of Your Business? 


Do you know the meaning of all the terms used in the shoe 
and leather trade? 

customer by calling things by their correct names and answering 
questions in an intelligent manner? 

If you can’t—you need the 


Shoe and Leather Lexicon 


An authoritative dictionary of the terms used in the 
shoe and leather trade. 


Can you make a good impression on a 


The price of the Lexicon is 


50 Cents 


(cash with order) 


Boot and Shoe Recorder Publishing Co. 


Boston, Mass. 
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MODERNISTIC Dispray FIXTURES 
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New Line for Shoe Store Windows 
Ask for Book No. 11C—Use your Stationery 


‘Tee Oscar Oma No. 611 W. 4th St. 


CINCINNATI, O. 








IN STOCK 
IMPORTED ENGLISH 


RIDING BOOTS 


Women's $1 4° — 


ORDER THEM IN TAN OR 
BL 





These English Riding 
Boots are in favor 
with experienced 
riders who recognize 
their custom-made ap- 
pearance, superior 
workmanship and easy 
fitting qualities. These 
desired features give 
our English made 
boots that indescrib 
able something that 
sets them apart as 
riding boots of perfec- 
tion. 











STYLE 
B-5718 


COLT CROMWELL CO. 


Incorporated 
1239 BROADWAY New York, N. Y. 


Catalog of Imported Riding, Field and Hunting Boots, 





Men’s $ 1 6” Pair 








Riding Accessories, Puttees, sent on request. | 
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Every woman who comes into your store 
to buy opera pumps is a prospective 
customer for SPANS. Let her see how 
these sparkling straps beautify pumps 
and she is sold on SPANS. 


Our extensive fall advertising in popular 
women’s magazines means more SPAN 
sales. This advertising has been ex- 
panded to reach three times as many 
readers as last year. 


Are you prepared with a liberal stock 
of SPANS to take care of the increased 
demand? 


Write us for further details. 


SPRANS 


Yor Smart Shoes 


werent 


siadeiiaes PATENTS 
640, 1,677,849 
1,660,215 75710 1'668'481 


B. A. BALLOU & CO., INC. 
PROVIDENCE, R. I. 








The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right’’; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boot ANp SHOE REcorDER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue 
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N next week’s issue we challenge 

a continuation of the theory that 
black shoes will continue to over- 
whelm the men’s shoe business. We 
hope to show a plan whereby every 
shoe store selling men’s shoes may 
be prepared on Feb. 1 to push tan 
shoes for men in the spring and 
summer of 1929. Less pairs of 
shoes per man in black, if black is 
continued, is inevitable. The first 
signs of an increasing sale of men’s 
shoes will come through a national 
acceptance of tan shoes, for a cycle 
of more color in men’s attire is 
scheduled by the garment trades for 
spring, 1929. We advocate the ac- 
ceptance of tan shoes nationally for 
spring. 


ARRY LOCEY, President of 

the California Shoe Retailers’ 
Association, says: “Good shoes, with 
arch support features, are not par- 
ticularly corrective or orthopedic, 
but are simply made as all good 
shoes should have been made always. 
Shoe styles that combine the econ- 
omy of style and comfort, once worn 
are always worn. It is hard to get 
a customer who has once worn an 
arch support shoe to wear any other 
type for general wear, although she 
is ready to wear fancy types, with 
light soles and high heels, for dress 
occasions.” 
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HERE is a VULCO- UNIT 

Box TOE specifically de- 
signed for the ‘correct shoe 
for any occasion — morning, 
afternoon or evening — for 

every hour of the day 


THE GENUINE VULCO-UNIT BOX TOE IS MADE AND SOLD ONLY BY 


BECKWITH MANUFACTURING COMPANY 
Largest Manufacturers of Box Goes in the World 


STATLER BUILDING, BOSTON 
Chicago, G. W. Kissy & Co. Se: Louis, Wright Gunman Co. Cincinnati, Geo. A. SPRINGMEIER 
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